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TRADE-MARK. 
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BY COL. F. A, SEELY. 





It is almost a daily experience with 
me to be asked to look at some design, 
or oftener some word, and to express 
an opinion of it as a possible trade- 
mark. Sometimes the comparison is 
instituted between the proposed trade- 
mark and one already known and used 
for some similar merchandise, and the 
question takes the form ‘‘In view of 
that, would this be a good trade- 
mark?” A good-natured person can- 
not be always refusing to express opin- 
ions on questions put to him on the as- 
sumption that his opinions are worth 
having. His natural self-complacency 
can scarcely resent such inquiries, and 
I commonly give a curbstone opinion, 
even when I had much rather not. 
Sometimes a mere word on the uncer- 
tain line which separates fanciful terms 
from those that are purely descriptive 
is shown to me, and I am asked to in- 
dicate whether it should be treated as a 
trade-mark or as purely label matter. 
This is not always easy to decide. The 
nature of the merchandise, the rules of 
the trade, the particular circumstances 
of the case, a hundred things of one 
sort or another, may affect a proper 
judgment on such questions, and the 
person to whom they are put, whatever 
be his experience, may ‘hesitate to an- 
swer. 

I often mourn over what appears to 
me the great poverty of imagination 
among those who adopt trade-marks. 
Certain familar symbols appear over 
and over again, and applied to every 
variety of merchandise. The star, the 
cross, the anchor, the eagle, are found 
under various modifications everywhere. 
Words of a popular character like 
‘* Electric’’ and ‘* Jumbo” are seized 
upon simultaneously for widely different 
goods, and there is no end to the per- 
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sons who lay hold on such semi-descript- 
ive adjectives as ‘* perfect,’’ ‘‘ superb,” 
‘*famous,” ‘‘ charming,” ‘‘ standard,” 
‘* automatic,” and the like. 

There are a few simple notions on 
the selection of trade-marks which 
might, perhaps, be called maxims, and 
the observation of which would save 
trouble and expense. 

A trade-mark right is in its nature 
perpetual. Patents expire with the 
term for which they are granted. Copy- 
rights have a little longer term, and 
are renewable ; but they exist only by 
virtue of statute law, and in the course 
of years they expire also. But a trade- 
mark has no such limitation. The 
right it implies is not dependent on 
any statute, and has no term. Once 
secured, it goes on with the business, 
like the poet's brook, for ever. 

A man starts a small concern, identi- 
fying his products by his own trade- 
mark. His sons grow up and are 
taken into partnership, while the busi- 
ness grows also, and the goods bearing 
the mark become more widely and fav- 
orably known. The style of the firm 
changes as well as in its personnel ; it 
expands into a corporation or shrinks 
into a single individual, but the trade- 
mark associated with the business and 
its product still belongs to the concern, 
and as long as the good character of the 
product is maintained, has a constantly 
increasing value. This is the history 
of many a reputable British house, like 
the great hosiery concern of Morley. 

Many modern trade-marks are adopt- 
ed simply to attract trade by their own 
popular character. Such popularity is 
often most ephemeral, and the mark, 
having served its momentary purpose, 
is dropped for the next sensation. Tech- 
nically, these are trade-marks, while 
practically the part they perform is less 
to mark the merchandise as of a particu- 
lar make than to attract customers by 
the sentiment they evoke. The persons 
who use them will not be guided by the 














maxims of trade-mark law in adopting 
them. To those, however, who pro- 
pose to adopt trade-marks for perma- 
nent use in a business which they hope 
may long continue and outlast the ordi- 
nary business life of an individual, I 
suggest : 

1. Let your trade-mark have indi- 
viduality ; whether it be some pictorial 
symbol affecting the eye only, or a new- 
ly coined word, or some term used arbi- 
trarily and fancifully, let it have a dis- 
tinct character of its own. The 
world of fanciful words and designs 
is boundless, There is never any 
need of intruding on the ground 
some other has selected; and you 
should select for your trade-mark 
something as far as possible unlike any- 
thing used by others on the same class 
of merchandise. The moment you be- 
gin to question in your mind whether 
you are safe in adopting a six-pointed 
star for use on your goods, while your 
neighbor is using already a five-pointed 
one, it is time tostop. | If there is 
such doubt in your mind, always resolve 
it against yourself. You may be sure 
that if the faintest doubt comes to you, 
it will come to others also, and will be- 
cloud your title to that extent. The 
Irish coachman’s rule was a good one ; 
when asked how near he would drive 
to the edge of a precipice, while others 
were vaunting their skill and indicating 
the inches within which they would dare 
to approach, he scratched his head and 
said, ‘‘ Faith, I'd kape as far off as I 
cud.” I have never seen the rule laid 
down, but I had it as a fact from a re- 
cent Solicitor-General of Great Britain, 
that in the registry of trade-marks the 
British office always resolves doubts of 
this kind against the applicant, holding 
that if the resemblance is so close as 
even to excite doubt, an honest man 
ought to select something else not liable 
to that objection. 

It is not always easy to devise an 
absolutely unique trade-mark, but that 
should be the objective point, and the 
nearer you can attain to it the better. 

2. A trade-mark must be something 
to which the manufacturer has an ex- 
clusive right as a mark for his goods. 
Not an absolute right, since there can 
exist no such right to.a symbol. But 
to say that there must exist an exclusive 
right as against any other person al- 
ready making or selling similar mer- 
chandise is scarcely more than repeat- 
ing what has been said already. More 
than this, there must be such a right as 
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will exclude the general public now and 
in the future. If you are making gum- 
drops, you may call them de/icious, may 
call them so whether they are so or not, 
but you can have no monopoly in the 
right to call them so. That is the 
privilege of every one. Consequently, 
you cannot take that word for your 
trade-mark; and this is true of all 
words that describe merchandise, as ad- 
jectives of quality, those which define 
some quality or characteristic of the 
merchandise, er which assert its su- 
periority, those which indicate geo- 
graphically the place of origin, those 
which indicate ingredients, in short, all 
words which others may use with equal 
truth to describe their goods. You can- 
not shut out the public from any frac- 
tion of the right they already possess in 
the ordinary words of the language. 
Every man has a right to advertise his 
merchandise, to describe it, and to ex- 
tol it as he will. So you cannot adopt 
as your trade-mark that which is merely 
a picture of your merchandise. Any 
man may make a clothes wringer or an 
ore crusher, and use a cut of it in con- 
nection with his advertisements. If 
you have any monopoly in a machine, 
it is by virtue of a patent; and when 
seventeen relentless years have passed, 
all your right lapses, and you cannot 
perpetuate it, or narrow the rights of 
any member of the public who may car« 
to manufacture and sell it, by exclusive- 
ly holding the right to use a picture 
of it. 

3. Do not multiply your trade-marks 
One distinctive mark, well known in 
connection with your goods, may hav¢ 
great value. <A dozen different marks 
will each tend to destroy the character 
and value of the other, and are a posi- 
tive detriment. A trade-mark has been 
neatly defined as ‘‘ the commercial sig- 
nature’ of the manufacturer. Every- 
body knows the value of a signature ; 
but everybody knows that if Jay Gould 
had a new signature for every day in 
the month, his checks would not pass 


very freely. Such signatures would 
authenticate nothing. The case is the 
same with the multitudinous trade- 


marks fashionable in some branches of 
industry. Perhaps the conditions of 
trade make it necessary to constantly 
vary the brands of soap and cigars, as 
fashions in bonnets change, but the 
prudent manufacturer should see to it 
that each new label bears his distinctive 
trade-mark in addition to the transient 
brand with which he captivates his cus- 
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tomers. If the housewife finds quality 
guaranteed by the familiar trade-mark, 
she will not object to the fascinating 
title that charms her cook and laundress. 

These are some of the considerations 
which any one selecting a trade-mark 
for permanent use, and intending to 
maintain a high character in the busi- 
ness it is to represent, should keep in 
mind.— 7rade-Mark Record. 

+-+ 


GROWTH OF 
PAPERS. 


THE NE W'S- 


The endeavor of the daily newspa- 
pers to appeal to every phase of human 
activity has recognized the lively inter- 
est taken in pictures, and the journals 
now regularly contain illustrations that 
may be said to have begun with Herald 
war maps and extended to the Com- 
mercial Advertiser's photo-engraved 
reproductions of artists’ exhibition 
sketches. The willingness is appar- 
ent, therefore, to illustrate the daily 
paper as well as mechanical means 
will allow. This assuredly is an en- 
croachment on the province of the 
magazine and the illustrated weekly. 
From this attack, however, little has to 
be feared, for, with the present limited 
capabilities of their presses and the 
bad quality of their paper, daily jour- 
nals can never rival in illustration the 
exquisite pictures of the magazine, or 
give more than crude pictorial state- 
ments of facts. But in another direc- 


tion a more formidable onslaught is 
being made by the daily paper. 
Into its swirl all kinds of literary 


ability is drawn, and day by day we 
see effort that was confined to special 
publications, rendering fealty to the 
newspaper. Authors that have 
tributed almost exclusively to the 
monthly or weekly illustrated periodi- 
and names are known 
through the literary world, are now 
engaged to write for the daily paper. 
Until recently, the publisher of fiction 
has been outstripped by the magazines 
in the prices paid to writers of novels, 
so that the better novels in cloth covers 
are reprints. Now the daily has en- 
tered into competition with the month- 
ly, and, by a union of widely separated 
papers, publishes to a million or more 
readers in a single day a story by a 
novelist as prominent as Mr. James, 
Mr. Harte or Mr. Howells. Daily pa- 


con- 


cals, whose 


pers combine but magazines cannot, 
and it is beyond question that ten 
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wealthy, powerful dailies can outbid 
one magazine, however wealthy, in buy- 
ing a supply of original fiction. It is 
only a matter of time when the market 
for fiction will be as well established 
and the process of selection as well 
arranged as the perfection to which the 
gathering of news by press associations 
has been brought within the decade. 
And if the custom gets a foothold here 
of having correspondents sign their 
articles and get the benefit of a per- 
sonal reputation, it is probable that in 
other departments of newspapers a 
corps of leading minds will be stimu- 
lated to higher effort.— 7he Art Age. 


_-- 


THE VERDICT OF 


WORLD. 


THE 





The man who conducts his business 
on the theory that it doesn’t pay, and 
he can’t afford to advertise, sets up his 
judgment in opposition to that of all 
the best business men in the world. 
With a few years experience in con- 
ducting a small business on a few thou- 
sand dollars of capital, he assumes to 
to know more than thousands of men 
whose hourly transactions aggregate 
more than his do in a year, and who 
have made their millions by pursuing a 
course that he says doesn’t pay. If 
advertising doesn’t pay, why is it that 
the most successful merchants in every 
town, large and small, are the heaviest 
advertisers ? If advertising doesn’t 
pay, who does the most business? If 
it doesn’t pay to advertise, why do the 
heaviest business firms in the world 
spend millions of dollars in that way? 
Is it because they want to donate those 
millions of dollars to the newspaper 
and magazine publishers, or because 
they don’t know as much about busi- 
ness as the six-for-a-dollar ‘*‘ store- 
keeper’’ in a country town, who says 
money spent in advertising is thrown 
away, or donated to the man to whom 
it is paid? Such talk is simply ridicu- 
lous, and it requires more than the 
average patience to discuss the propo- 
sition of whether advertising pays or 
not with that kind of a man. His 
complacent self-conceit in assuming 
that he knows more than the entire 
business world is laughable, and re- 
minds us of the man who proved 
that the world doesn’t revolve by 
placing a pumpkin on a stump and 
watching it all night.—Awr/ington 
Republican. ; 
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wes Special Offer for One Month, 


To insert a one-inch advertisement one month at publishers 
— cash prices, in all the papers catalogued on the next eleven 


pages, costs $1,031.94. At one-half of the publishers’ rate the 


cost will be as follows : 


First part. $39.55 
Second part. 45.48 
Indiana , First part. veeve 36.88 
Second part... 43.61 
Ilinois.........-...--- First part.. oes 33.03 
Second part 33.42 
Michigan . . First part 19.73 
Second part....... 18.08 
Wisconsin Sere.  . eee 25.19 
Second part 18.82 
Minnesota oo. First part . 9.18 
Second part . 9.17 
lowa...- .-------- oo. «First part... wee § 59883 
Second part 30.80 
Missouri......-..- steeeees . 13.78 
Second part....... - 18.13 
Kaneas........-.-------------- First part...... ‘ 14.80 
Second part. ...... ; 16.00 
Nebraska, Colorado and 
Territories..... .........First part....... , 24.75 
Second part . : _ 26.80 


For an order for the ENTIRE list, 
every issue, daily and weekly, as 


$510. 03 
catalogued ; and a check to accom- 
pany the order, wé will insert one inch of space, 
one month for ed pabansel een 


Address Geo. P. ROWELL & Co., 10 Spruce St., New York. 


The List System of Advertising. 


Gro. P. RoweE.t & Co’s Select Lists of Local Newspapers are not co- 
operative newspapers—not patent insides. They illustrate the advantages 
which may be secured by combination. For small advertisements to be inserted 
a single month, they offer 50 per cent. discount from publishers’ rates. They 
are the BARGAINS in advertising: in papers having a strictly local circulation 
The papers are excellent in every respect, and the scheme is the best that can 
be offered to an advertiser who wishes to put forth a short announcement ; to 
appear in State and County newspapers for from one to three months only ; and 
is therefore unable to avail himself of the lower prices to be secured by yearly 
contract. These SELECT LOCAL LISTS give a circulation of the best character 
and greatest influence confined within a special territory. Long experience 
and an expenditure of hundreds of thousands of dollars, has shown that these 
State combinations bring the advertiser more responses ; attract more attention; 
and pay better than any other advertising which can be done outside of a very 
small list of the great newspapers, which are not available for the uses of the 
advertiser who wishes to confine his announcement within State lines. 
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Western States. 


OHIO—trst Part. 
Publisher's Rate. 
Pop'n. Place. Paper 1 Inch. 1 Month. 


me ©) Se *Times ...........Weekly $1 50 
ee 2) ae oi. ert er ete Weekly 1 50 
we “CAMBRIDGE ....... *Jeffersonian....... Weekly 2 75 
wei FB boyy | a | Daily.. 4 00 
<r Weekly 3 00 
7 CUMMINSVILLE....*Transcript ........Weekly 1 50 
PP TP UAE. 6 o:60:0:0:00 *Republican and 
Express Weekly 2 50 
7 EAST LIVERPOOL.. Tribune.......... Weekly 2 00 
wee ) | ee *Republican........Weekly 1 25 
woe i. © errr. i ae Weekly 2 50 
wad iS oe Oe <_... Weekly 3 00 
“m LANCASTER ....... 0 Weekly 2 50 
pot | eee PMD ss sowednoa sh Daily.. 4 00 
Ar vor Weekly 2 50 
wevtia.. | {yy Fae ee Weekly 2 50 
geet 0 A. AUTOR si 45 Weekly 2 00 
wf 8 tf ee eee Weekly 1 oo 
20 )~=6MOUNT GILEAD... .*Sentinel........... Weekly 2 50 
poet | eee TROVOCHED .6. 5656s Daily.. 2 50 
=. oweencen Weekly 2 50 
coe Alp tO Chronicle .........Weekly 2 00 
e PAINESVILLE ..... *Telegraph.........Weekly 2 10 
ao es 0.) See Se Weekly 1 50 
we) 6PORTSMOUTH ..... WEN ge dee cee wes Weekly 2 00 
Oe UE Es 6 2 4s oes PRegiter .. 2.6.00 Daily . 5 00 
SF ee Sida eee Weekly 2 50 
oe Seer ie.D...... *Republic-Times . ..Daily.. 4 00 
pel | i eR eee Weekly 2 00 
“ WOOSTER .......... oe Weekly 2 50 
mm ZANESVILLE....... PCOUNET os .5.+ 5 sine | Some 
"ales 4 $ aceea Weekly 3 00 


[==> A one-inch advertisement will be inserted one $79 10 
month in any of the Ohio papers catalogued above, at the price set opposite, or in all the 
papers, at a discount of 50 per cent.; but advertisements taken at the half rate ($39.55 per 
inch), can only be forwarded on the oth day of the month, * Best paper in the place, Ad- 
dress orders to Gro. P. Rowext & Co., 1 Spruce St., New York. 


2nd Part. 


“ QSL ABULA::........ co Weekly $1 50 
vate) ae | ee Weekly 2 50 
310 ~6BARNESVILLE..... *Enterprise ........Weekly 2 50 
aol: ) ee ll Daily.. 3 00 

hi eee Weekly 1 25 
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Publisher's Rate 
Pape r. 1 Inch. 1 Month 


cor. UMBUS ......... Press (e. 0. d.) .... Daily. .$6 00 


CONNEAUT a j 
DAYTON *Herald (e. 0. d.)...Daily.. 
sg Weekly 
DELAWARE *Gasette ...........-W 
FREMONT *Journal 
GALLIPOLIS........ *Bulletin 
HAMILTON......... 


oar 
O0oo0o°o™ ft 


oO 


*Telegraph 
MANSFIELD. ........ 


ie) 


“ 


unr 


osntOoOMmM OMuU 


MARTIN’S FERRY..*} s 

MT. VERNON....... * Banner 

NAPOLEON .........*Northwest J 
NEW RICHMOND...*News............. Weekly 
STEUBENVILLE....*Herald i 


re) 


NNNWM NUT NNN |W ee N 


oo 


ie) 


An AN N 
Awww wn 
ow 


TOLEDO 


« ; 
TORONTO *Tribune I 
WELLSVILLE ...... Union y 2 
XENIA *Gaz’te & Torchlight.Daily.. 4 
4 
1 


12) 
C 


re) 


a tet, OW). es 
YOUNGSTOWN... ..* Telegram (e.0.d.).. Daily.. 
is .. Weekly 


{== A one-inch advertisement will be inserted one $90 96 
month in any of the Ohio papers catalogued above, at the price set opposite, or in all th 
pers, at a discount of 50 per cent.; but advertiseme mts taken at the half rate ($45.48 per 
inch), can only be forwarded on the 23rd day of the month. * Best paper in the place. Ad- 
dress orders to Geo. P. Roweit & Co., to Spruce St., New York. 


INDIANA—tst Part. 
Publisher's Rate 
\. Place. Paper. 1 Inch. 1 Month 
~~ ~ANDERSON oT é Weekly $1 oo 
COLUMBUS ......... publican ........Daily.. 1 50 
00 
oo 


i 4. o \ y Sentinel 
EVANSVILLE .......*Journal 


FRANKFORT ....... Crescent 

GOSHEN i 

GREENSBURG...... *Standard j 
JEFFERSONVILLE. .*News ............- Daily... 
KENDALLVILLE ...*S 

OS 4 ee , 

LIGONIER 

LOGANSPORT 


WAN NN NWNN NUYS NN 
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Publisher's Rate. 


Pop'n Place. Paper. 1 Inch. 1 Month. 
wooly Ow Fer, lo ye a i. ee Daily.. $4 00 
, a Weekly 2 50 

sce: 24 Us 9 : See Republican ....... Weekly 1 50 

36 6SHELBYVILLE......*Democrat.........Daily.. 5 oo 

py eee Weekly 3 50 

=~ SOUTH BEND ...... oe Daily.. 3 00 
. seccseceee Weekly 2 50 

eT RRO MOE Bavian ces CMB cc cderences Weekly 1 oo 

™ VERSAILLES ....... *Republican ....... Weekly 1 oo 





[=A one-inch advertisement will be inserted one $73 75 
month in any of the Indiana papers catalogued above, at the price set opposite, or in all the 
pepers, at a discount of 50 per cent.; but advertisements taken at the half rate ($36.88 per 
inch), can only be forwarded on the oth day of the month. * Best paper in the place. Ad- 
dress orders to Geo. P. Rowe.t & Co., 10 Spruce St., New York. 


2nd Part. 
wot FR) FE Sep . . Weekly $2 oo 
0 CRAWFORDSVILLE.*Journal...... .....Weekly 


I 

<a CROWN POINT..... PPT Weekly 2 50 
~~ Pirme WAYNGE....... Seatimel .......00 Daily.. 5 00 
eer oe Weekly 1 00 

#7 6=GREENFIELD......*Democrat .........Weekly 2 50 
cee |) *Gazette-Tribune...Daily.. 4 00 
a ...Weekly 2 50 

mou ' i 5 6 iy Se a Sey ee Daily.. 8 00 
Sia” saichig acne es oe Weekly 3 34 

w"- LA GRANGE........; oo, ee Weekly 1 50 
eaten | i 8 Daily.. 4 38 
Me MRORIER NEN 0. 5.085 aoe PR casinos ccbenen Daily.. 5 00 
Pi eh oe. oe 9 ae .Weekly 2 50 

“= NEW ALBANY ...... *Ledger (e. o. d.)...Daily.. 4 00 
= ...Weekly 3 00 


eee) Ve YS ee Weekly 75 


ee aaa *Republican ....... Weekly 3 00 
oo  RICHMOND.........*Palladiam.........ken 4 20 

” se ccvecee WGN 2 $0 
eee 4 ff) a) re Daily.. 1 00 


TU wate wait Weekly 60 


we | ee Mss cacavosves Weekly 1 00 
om TERRE HAUTE..... Express (e. 0. d.)...Daily.. 4 00 
wt eee deieace and Weekly 3 00 

eee WREME AEDST IN Eb. ss < dss’ ON Ss spoked nla dou seer Daily.. 3 go 
RO Ee) Weekly 2 00 

wage... SEP EREE Ee *Plaindealer ....... Weekly 2 00 
“= WASHINGTON..,.... *Democrat .........Daily.. 3 00 
: S we danidabes Weekly 1 25 

oe St PRUNES < nites odne Weekly 2 50 


[=A one-inch advertisement will be inserted one $87 22 
month in any of the Indiana papers catalogued above, at the price set opposite, or in all the 
papers, at a discount of 50 per cent.; but advertisements taken at the half rate ($43.61 per 
mch), can only be forwarded on the 23rd day of the month. * Best paper in the place. Ad- 
dress orders to Geo. P. Rowe.t & Co., 10 Spruce St., New York. 








—— 


aeons 
eee ae 


Gece Me Se) ae AT Set 





PRINTERS’ INK. 


ILLINOIS—rtst Part. 
Publisher's Rate 
Place. 1 Inch. 1 Month 


. Paper. 
ALTON *Telegraph.........Daily.. $4 50 
BLOOMINGTON .... Leader............Daily.. 00 
” Weekly 6 oo 
CAIRO *Bulletin...........Daily.. 3 00 
” Weekly 3 00 
CENTRALIA........ Democrat Weekly 1 oo 
DU QUOIN *Tribune Weekly 2 50 
GALENA a: ee 0° 
“ y ly 50 
GALESBURG *Register aily.. 75 
" Teekly 50 
MARSEILLES....... ’ y 3 8o 
7 ; = 
00 
0° 
00 
ROCK ISLAND...... d s aily.. 75 
) 75 
SPRINGFIELD...... aily.. 7 00 
5° 
— TAYLORVILLE..... y I 00 


[==> A one-inch advertisement will be inserted one $66 05 


month in any of the Illinois papers catalogued above, at the price set opposite, or in all the 
papers, at a discount of 50 per cent.; but advertisements taken at the half rate"($33.03 per 
inch), can only be forwarded on the gth day of the month. * Best paper in the place. Ad- 
dress orders to Geo. P. Rowe. & Co., 10 Spruce St., New York. 


2nd Part. 


“oe ~6AURORA *Herald-Express .. 
50 CHAMPAIGN... _..*Gazette 


“ 


oul 


DANVILLE 


on OoumuUM nh 
0°90 


oul 


ELGIN 


° 
° 


oo | ke 
JACKSONVILLE... .*Journal 

JOLIET *Republic and Sun.. 
KANKAKEE........ *Gazette 
MATTOON Gazette 
eee *Dispatch 


OTTAWA *Journal ) 
- Weekly 
PRIS « vcbitbnieo ae *Sentinel Weekly 


=“NWWwWW NN WD WF 
e 
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Publisher's Rate. 

Pop'n. ace. Paper. t Inch, 1 Month. 
35,000 ICY *Whig 50 
‘alas Mt 3 5° 
SANDWICH “Free Press... ...+. Weekly 75 
STREATOR Opies POON. 6. <e6as Daily.. 2 00 

= 2 25 

WATSEKA 7 ¥ 50 


“> 


38 A one-inch advertisement will be inserted one $66 83 


= 

month in any of the Illinois papers catalogued above, at the price set opposite, or in all the 
papers, at a discount of 50 per cent. ; but advertisements taken at the half rate ($33.42 per 
inch), can only be forwarded on the 23rd day of the month. * Best paper in the place, Ad- 
dress orders to Geo, P. Rowe. & Co., ro Spruce St., New York. 


MICHIGAN—tst Part. 
Publisher's Rate. 


Pop'n Place, Paper. 1 Inch, 1 Month. 
1050 ADRIAN *Times-Expositor ..Daily..$4 00 
7, ..Weekly 2 00 

220 BUCHANAN *Record Weekly 
#00 §GRAND RAPIDS.... Eagle Daily.. 
“ Weekly 

ae" of gt. tS Weekly 
2 JACKSON Daily.. 
Weekly 

RsMINGEINGS, 655s ccsie de Daily.. 
Weekly 

297 TAPEER Weekly 
wae ‘O) 4 to Daily.. 
Weekly 

PORT HURON Daily. . 
Weekly 

‘1 TRAVERSE CITY... Ez Weekly 
$37 YPSILANTI Weekly 


° 
°o 


ouMumuM nhs O 
oooo omo 


00 
50 
25 
50° 
50 
25 
00 


2 
2 
5 
I 
1 
2 
I 
4 
> 
3 
2 
2 
I 
2 
I 
I 
I 


[33> A one-inch advertisement will be inserted one $39 45 
month in any of the Michigan papers catalogued above, at the price set opposite, or in all the 
papers, at a discount of 50 per cent.; but advertisements taken at the half rate ($19.73 per 
inch), can only be forwarded on the 3rd day of the month. * Best paper in the place. Ad- 
dress orders to Geo. P. Roweit & Co., 10 Spruce St., New York. 


2nd Part. 

268 ALLEGAN * Journal & Tribune..Weekly $2 
10 ATLPENA Argus Covers veseee Weekly - 
sot ANN ARBOR........*Register Weekly 1 
4 ~BATTLE CREEK... Journal Daily.. 3 

“ Weekly 1 
OF | I. RAPE 6 665645 *Pioneer Dauy.. 1 

“6 Weekly 2 
5 ~CHARLOTTE........*Republican........Weekly 1 
613 COLDWATER *Republican , t 
oe FLINT : 
I 
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Place. Paper. ot Month. 
HOLLAND.... .... De Hollander., ...Weekly$2 4c 
MARQUETTE *Journal Daily.. 6 

“ Weekly 5 
55 MONROE Commercial Weekly 1 
500 OWOSSO Times Weekly 2 


{25> A one-inch advertisement will be inserted one $36 15 
month in any of the Michigan papers catalogued above, at the price set oposite, or in all the 
papers, at a discount of 50 per cent.; but advertisements taken at the half rate ($18.08 per 
inch), can only be forwarded on the 17th day of the month, * Best paper in the place. Ad- 
dress orders to Geo. P. Rowe. & Co., 10 Spruce St., New York. 


WISCONSIN—rst Part. 
Publisher's Rate 
\ Place. Paper. t Inch, 1 Month 
BARABOO *Republic Weekly$1 25 
BELOIT *Free Press........ Daily.. 2 50 
- Weekly 3 00 
FOND DU LAC *Commonwealth.... Daily.. 
* .... Weekly 
JANESVILLE *Gazette Daily.. 
LA CROSSE *Rep’blic’n & Leader. Daily... 
” ss Weekly 
MADISON Journal Daily.. 
Weekly 
MENOMONEE 
NEENAH Gazette 
*Witness 
STEVEN’S POINT...*Journal 
WATERTOWN Republican 
WAUKESHA *Freeman 


{==> A one-inch advertisement will be inserted one $50 37 
month in any of the Wisconsin papers catalogued above, at the price set opposite, or in all the 
pers, at a discount of 50 per cent.; but advertisements taken at the half rate ($25.19 per 
inch), can only be forwarded on the gtd day of the month, * Best paper in the place. Ad- 
dress orders to Geo. P, Rowett & Co., ro Spruce St., New York. 


NNHNFNNNFSNHAP HA AULW 


2nd Part. 


APPLETON Crescent Weekly $2 
CHIPPEWA FALLS..*Independent Weekly 
EAU CLAIRE Fite Press. <2. 5.4 Daily.. 
” Sverre 
GREEN BAY Advocate Weekly 
KENOSHA.......... *Telegraph-Courier. Weekly 
MARINETTE *Eagle 
MILWAUKEE ......*Wisconsin. . (2 t.a. w.) Daily 
OSHKOSH *North Western ....Daily.. 
cs ..... Weekly 
PORTAGE *State Register Weekly 


Ne nNUVUe NNR N 
i 4 
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Publisher's Rate. 


Pop'n. Paper. r Inch, 1 Month. 
— RACINE, Si eabteens cu <, Daily. .$4 00 

Be Asa 6 dde'e yy AE Weekly 2 oo 
um SHEBOYGAN ....... a Re eS Weekly 2 00 





==> A one-inch advertisement will be inserted one $37 63 
month in any of the Wisconsin papers catalogued above, at the prices set opposite, or in all the 
papers, at a discount of 50 per cent.; but advertisements taken at the half rate ($18.82 per 
inch) can only be forwarded on the r7th day of the month. * Best paper in the place. Ad- 
dress orders to Gro. P. Rowe. & Co., to Spruce St., New Vork. 


MINNESOTA—tst Part. 


Publisher's Rate. 


Pop'n. Place. Paper. 1 Inch. 1 Month. 
eho 2 eer Transcript.........Weekly $2 oo 
r PARMIBAULT ...<c005 *Republican........ Weekly 2 50 
er - ROU RSAORD 6. 55s 08 re Daily.. 5 60 

eh terre. Weekly 1 00 
‘8 ~ROCHESTER....... SET ll 
wae oy eee i ey Weekly 2 50 
— STILLWATER... ...:Ganette. ..cccccccs Weekly 2 25 


Cm A one-inch advertisement will be inserted one $18 35 
month in any of the Minnesota papers catalogued above, at the price set opposite, or in all the 
papers, at a discount of 50 per cent.; but advertisements taken at the half rate ($9.18 per 
inch), can only be forwarded on the ard day of the month, * Best paper in the place. Ad- 
dress orders to Gro. P. Rowe.t & Co., to Spruce St., New York. 


2nd Part. 


wi Cl 8 eee << See Weekly$1 50 
1m” 6FERGUS FALLS... “Journal . See 

jbasedten Weekly 84 
ww NORTH ST. PAUL..*Sentinel........... Weekly 3 00 
20 ~SAUK CENTRE..... ~ a Weekly 1 50 
Or. | WEEE iss 0'se0» Cons *Republican........ Daily.. 6 00 


.Weekly 3 00 


f=" A one-inch advertisement will be inserted one $18 34 34 
month in any of the Minnesota papers catalogued above, at the price set opposite, or in all the 
papers, at a discount of so per cent.; but advertisements taken at the half rate ($9.17 per 
inch), can only be forwarded on the 17th day of the month. * Best paper in the place. Ad- 
dress orders to Geo. P. Roweit & Co., 10 Spruce St., New York. 


IOWA—rst Part. 
Publisher's Rate. 


Pop'n. Place. Paper. t Inch, 1 Month. 
o™ ANAMUOGA.........: << See Weekly $2 50 
“ CEDAR FALLS...... i eee eee Weekly 3 50 
6 CEDAR RAPIDS.....*Republican .......Daily.. 5 00 
eieet Weekly 3 25 

ie 0 ee -*Garette .........+ SEY. . 4 69 
Sond oe HR OM Weekly 2 50 


mde | |) re Herald. eer lOO 
oosevveteee Goan 
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Publisher's Rate 
Paper. t Inch. 1 Month 


Place. 
FAIRFIELD DGOE os os so 00 SON 0 2” 50 
IOWA CITY *Republican aily.. 3 0c 
- ole 


KEOKUK 
MARSHALLTOWN.. 


360 PERRY Advertiser 
ae §6SIOUX CITY *Journal 
" Weekly 


jJ=> A one inch advertisement will be inserted one $77 65 
month in any of the lowa papers catalogued above, at the price set epoedie, or in all the 
apers,at a discount of 50 per cent. ; but advertisements taken at the half rate ($38.83) per 
inch), can only be forwarded on the 3rd day of the month. * Best paper in the place. Ad 
dress orders to Geo. P. Rowe.r & Co., 10 Spruce St., New York, 


2nd Part. 
ATLANTIC Daily. . $4 00 
Weekly 2 50 
BURLINGTON...... *Hawk-Eye (e. 0. d.).Daily.. 5 34 
“ , 4 oo 
CHARLES CITY..... Intelligencer feekly 2 00 
CLINTON | ee Daily.. 5 00 
“ 4 > 4 00 
COUNCIL BLUFFS. .*Nonpareil 
FORT MADISON.... Democrat 
LYONS Mirror 
MT. PLEASANT *Free Press 
MUSCATINE *Journal 


“ 


OTTUMWA .........*Courier 


e) 


ou 


momnaun 
° 


°o 


{=5" A one-inch advertisement will be inserted one $61 59 
month in any of the Iowa papers catalogued above, at the price set ne or in all the 


papers, at a discount of 50 per cent.; but advertisements taken at the half rate ($30.80) per 
inch), can only be forwarded on the 17th day of the month. * Best paper inthe place. Ad- 
dress orders to Geo. P. Rowe. & Co., 10 Spruce St., New York. 


MISSOURI—trst Part. 
Publisher's Rate 
Paper. 


Place. 
CARTHAGE * Banner 50 
“ y y 50 
HANNIBAL .........*Journal aily.. 1 50 


vf y 35 
JEFFERSON CITY..*Tribune ily.. 2 50 
“ 50° 

JOPLIN ily... 4 00 
5° 

RICHMOND 7 2 50 








. 
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Publisher's Rate. 


Pop'n. Place Paper. 1 Inch. t Month, 
my. ar *New Era..........Weekly $2 50 
ees On el Daily.. 3 00 

mY “SLi eawrete Weekly 1 80 


[== A one-inch advertisement will be inserted one $27 55 
month in any of the Missouri papers catalogued above, at the price set opposite, or in all the 
papers, at a discount of 50 per cent.; but advertisements taken at the half rate ($13.78) per 
inch), can only be forwarded on the ard day of the month. * Best paper in the place. Ad- 
dress orders to Geo, P. Rowe.it & Co., 10 Spruce St., New York, 


2nd Part. 


“ BOONVILLE ........*Topic (1 t. a. w.)...7.-W.. G2 00 


oe Observer .......5. Weekly 75 
“m CHILLICOTHE ..... fi ne ..-Daily.. 4 00 
ae ererres Weekly 2 00 

* HARRISONVILLE...*Democrat.........Weekly 3 00 
— HUNTSVILLE ...... ~.. eaees Weekly 2 50 
4 ~6INDEPENDENCE ...*Sentinel........... Weekly 2 50 
ae <i (3, 218% ae eee Weekly 2 00 
RPr,. EAU MOER OAS. 6s e646 Se ESS ee Weekly 2 00 
We May ses senseve | Ss ere Weekly 2 50 
aol ) | 4) } serene | a ar Daily... 4 00 
. eer W eekly 2 00 

wa Ye 8 8 18) ee Pere ee Weekly 2 00 
wee re *Republican .......Daily.. 1 50 
. “« ...Weekly 1 50 

6 WARRENSBURG.... Journal-Democrat...Weekly 2 oo 


Cm A one-inch advertisement will be inserted one $36 25 
month in any of the Missouri papers catalogued above, at the price set opposite, or in all the 
papers, at a discount of 50 per cent.: but advertisements taken at the pair rate ($18.13 per 
inch), can only be forwarded on the 17th day of the month. * Best paper in the piace. Ad- 
dress orders to Geo, P. Roweit & Co., ro Spruce St., New York, 


KANSAS—tst Par: 


Publisher's Rate. 


Pop’n, Paper. 1 Inch, 1 Month, 
“8 ~BELOI T" Sdieatbebadas i ee Weekly $2 oo 
se ~6CLAY CENTER..... eee Weekly 2 00 
OS FREE RAPE B iwweses a Daily.. 7 50° 
Re Scene eenee Weekly 3 60 

mm Fee ten CITY... . OEMS 6505 ocoats Weekly 2 50 
oom” |, ' 3 Sa PTGS 6 0 4s.0 ive Daily.. 1 00 
iteue wick 5% Cae Weekly 1 oo 

coed. 3) fk ee *Republican........Daily.. 2 50 
n ov cccces WEEE. § OO 

a I SS EE a Vs danondiins Weekly 2 2 50 


]==> A one-inch advertisement will be inserted one $29 60 
month in any of the Kansas papers catalogued above, at the price set opposite, or in all the 
papers, at a discount of 50 per cent.; but advertisements taken at the half rate ($14. eg od 
inch), can only be forwarded on the ard day of the month, * Best paper in the place. d- 
dress orders to Geo. P. Rowert & Co., 10 Spruce St., New York. 
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2nd Part. 
Publisher's Rat: 
Paper. t Inch. 1 Month 


" ATCHISON Wecilen Solr *Champion. . . . Daily.-.$4 00 
Weekly 4 oc 

1 1) er N Daily.. 3 00 
GARDEN CITY enti Weekly 
*Press (1 t. a w.).....S.-W... 

*Republican Weekly 

Mirror Weekly 

*Republican Weekly 

co Se State Journal......Daily.. 
- ocoess WOGRIY 

WYANDOTTE *Herald Ww eekly | 


[33 A one-inch advertisement will be insertéd one $32 0 00 
month in any of the Kansas papers catalogued above, at the price set opposite, or in all the 
pers, at a discount of 50 per cent. ; but advertisements taken at the half rate ($16.00 per 
inch), can only be forwarded on the 17th day of the month, * Best paperinthe place. Ad 
dress orders to Geo. P. Roweit & Co., ro Spruce St., New York. 


50 
50 
50 
00 
50 
00 
role 
ole 


eh NNN NN H&S 


NEBRASKA, COLORADO AND TERRITORIES. 


rst Part. 
Publisher's Rate 
Paper. 1 Inch. 1 Month 


> Place. 
BEATRICE *Express Daily. .$3 oo 
= Weekly 1 
NEBRASKA CITY...*Press............. Daily.. 1 
“ J y 7 5 


BOULDER Daily. . $6 


GUNNISON *Review-Press.......Tri-W. 1 


DAKOTA 


MITCHELL *Republican . $4 
Capital J 5 

YANKTON *Press & Behe mee "ie 

as ..Weekly 3 


MONTANA, 


HELENA we eeee cere ss Daily..G10 00 
Weekly 9g 00 


[33 A one-inch advertisement will be inserted one $49 50 
month in any of the Nebraska, Colorado and Territory papers catalogued above, at the price 
set opposite, or in all the papers, at a discount of 50 per cent.; but advertisements taken at 
the half rate ($24.75 per inch), can only be forwarded on the 3rd day of the month. * Best 
paper inthe piace. Address orders to Geo. P. Roweit & Co., ro Spruce St., New York. 





Pop'n. 
5,500 


29,000 


10,000 


6,556 


10,000 


3,500 


Js" A one-inch advertisement will be inserted one 





Place. 


FREMONT.. 
LINCOLN... 


CENTRAL CITY. 
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2nd Part. 


NEBRASKA, 


Paper 


*Herald... 


“ 


“ 


COLORADO, 


GEORGETOWN ..... 


BOISE CITY 


oS 
month in any of the Nebraska, Colorado and Territory papers catalogued above, at the prices 


the 


paper in the place. 


...*Register C 


*Miner.... 


DAKOTA, 


*Republican....... 
.... Weekly 


“ 


Herald... 


“ 


DAHO, 


*Statesman 


“ 


ee 
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Publisher's Rate. 
1 Inch. 1 Month, 


Daily. . $1 
Weekly 1 
Daily. .10 
Weekly 7 


Daily . . $6 
Weekly 3 
Weekly 2 


Daily. . $5 


Daily.. 
Weekly 
Daily... 
Weekly 


“Ae NN 


Daily. .$3 


.Weekly 2 


on the 17th day of the month, 
to Spruce St., New York. 


oo 
oo 
oo 
5° 
oo 
oo 
oo 


10 
5° 
00 
00 
00 
50 


ele) 
oo 





$53 60 
ee. or in all the papers, at a discount of 50 re cent.; but advertisements taken at 


alf rate ($26.80 per inch), can only be forwardec 
Address orders to Geo. P. Rowett & Co., 


* Best 
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A JOURNAL FOR ADVERTISERS, 
CHAS, L, BENJAMIN, 
EDITOR, 


P. ROWELL 
PUBLISHERS. 


GEO. & CO., 


-—-- 


Printers’ Ink is issued on the first and 
fifteenth of each month. Terms, post-paid, 
One Dollar a year, in advance ; single copies, 
Ten Cents. 

ADVERTISING RATES: 

25 Cents a Line. 
25 Dollars a Page. 
“ “ 


15 
to bf 
Office: No. 1o Spruce St., New York. 


“ “ 








NEW YORK, FEBRUARY 1, 188. 








“KINDLY MENTION 


PAPER.” 


THIS 


The above exordium, or some equiv- 
alent form of polite expression, is be- 
come common with those advertisers 
who, as one means of keeping their 
business well in hand, make a record 
and comparison of the sources of their 
correspondence and its ensuant patron- 
age. The direct appeal to the cour- 
tesy of the intending correspondent is 
seldom disregarded, for to ignore it 
would require an exercise of positive 
discourtesy, an act that few are gratui- 
tously capable of in these days of gen- 
eral good breeding. He that responds 
to it bestows a double blessing, since 
by the one compliance he serves not 
only the advertiser, but the publication 
wherein the advertisement appears. 

By the way, certain excellent period- 
icals that we are glad to borrow from 
on the customary terms of due and par- 
ticular mention, reciprocally distinguish 
us by liberal but unacknowledged re- 
production in their stately columns of 
what we ourselves recognize as our best 
things. To such we will not presume 
to say: ‘‘ A word to the wise,” for in- 
tellect without morals is no more than 
a mirage in a desert, but will substitute 
for it—‘‘ A word to the good.” And 
holding all cribbers from our columns 
to be in their bottom and real nature 
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both wise and good, we content our- 
selves for this occasion by repeating in 
a general manner of address—‘*‘ Kindly 
mention this paper.” 


THE American Newspaper Publish- 
ers’ Association has issued a list of 
forty-one persons and firms which are 
recognized as General Newspaper Ad- 
vertising Agencies, by that association. 
The entire circular is reproduced else- 
where in this issue. It expressly states 
that the association does not certify 
to the responsibility of the concerns 
named, but merely that they have of- 
fices.devoted to the business of receiv- 
ing and forwarding advertisements to 
newspapers of all parts of the United 
States, and are in good standing with 
the members of the American News- 
paper Publishers’ Association, and that 
the list contains all names of which so 
much can be asserted. The American 
Association of General Newspaper Ad- 
vertising Agencies omits about forty 
per cent. of the names on the Pub- 
lishers’ list, on the ground (principally) 
that in facilities and character of busi- 
ness done the concerns omitted are 
more properly to be considered local 
rather than general agents. 


PAPER, ink and type are essential 
factors in effective advertising, and 
each general elevation of the standard 
of one of these three great agencies 
necessitates and influences a leveling- 
up of the standard of the others. The 
advertising patronage of a newspaper 
being the interest to which all others 
are subordinate, it may fairly be claim- 
ed that the selfish instincts of adver- 
tisers become unconscious instruments 
for the improvement of the great arts 
connected with printing. 


ONE way to steady advertising rates 
would be for a newspaper to have a 


fixed limit to its advertising space, 
not to be exceeded. Less advertising 
and a better rate for what there is 
of it suits the advertiser quite as well. 
He pays more, but secures a better 
medium. 
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SECRET OF SUCCESS IN 
ADVERTISING. 


The value of an advertisement is 
in exact proportion to the influence it 
exercises upon those who are thereby 
induced to purchase the articles to 
which it draws attention. For local 
purposes newspapers circulating exten- 
sively among a good class of readers 
residing within easy distance of the 
advertiser should always be chosen, 
If the subject matter is of general 
interest, then the more widely circu- 
lated and more expensive mediums 
should be selected. The important 
thing is to ascertain what papers are 
read and likely to secure the object the 
advertiser has in view. There are a 
few simple rules by which the veriest 
amateur may arrive at a fairly correct 
judgment for himself. It is pretty 
clear that the proprietor of every news- 
paper knows the value of his own col- 
umns, and frames the charges accord- 
ingly. It is also well understood that 
in these days nearly every newspaper is 
sold to the agents at just about the 
price the unprinted paper costs. Hence 
all the working expenses and the profit 
have to come out of the money received 
for advertisements. To produce a pa- 
per cheaply it must be starved. It 
will not bear the cost of an army of 
reporters and correspondents with their 
attendant expenses, not only for salar- 
ies, but the cost of telegrams and other 
charges for transmission, which soon 
run into big figures. The papers that 
are bought to be read are those which 
have something fresh in them to read. 
All papers having a ready sale have no 
difficulty in getting advertisements at a 
fair price, and advertisers should studi- 
ously avoid the ‘‘cheap man.” True 
in this, as in every other walk of life, 
““cheap and nasty.” Papers that in- 
sert announcements in big type, like 
small posting bills, or hideous blocks 
which it is frequently difficult to know 
what they are intended to mean, carry 
with them their own condemnation. 
The proprietors are willing to insert 
anything at any price, if they can only 
save expense in production, by filling 
up a given space in the sheet which 
they send forth as a newspaper. Look 
at the leading papers in London and 
the important towns of England. Do 
we find there that one advertiser is 
allowed to try to ‘‘kill” the other by 
having the ugliest contrivance to at- 
tract attention? Certainly not. All is 
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neat and orderly, and then the adver- 
tisements are read. In the other case, 
even when such motives are observed, 
they are invariably passed over in dis- 
gust. A simple way to estimate the 
value of an advertisement is to imagine 
a pile of paper with an announcement 
printed on it. Cut this identical adver- 
tisement out of the entire heap and cal- 
culate what it would cost to produce 
a similar number of public notices in 
any other way? And it is also to be 
remembered that there is no further 
charge for distribution. Of course, in 
a paper printing only a few hundreds 
the ‘value is comparatively trifling, but 
where the circulation numbers many 
thousands at each issue, the advertiser 
has no cheaper or better means where- 
by he can make himself and his wares 
known. But if he wishes really to at~ 
tain the object in view, he will only 
patronize thoroughly good, well-printed 
and extensively-read journals. ‘‘ The 
best is the cheapest’ undoubtedly.— 
East Sussex News. 


ADVERTISING space is as much a 
marketable article as any class of mer- 
chandise, and when advertisers under- 
take to buy publicity they are as much 
entitled to know what they are getting 
for their money as is any purchaser to 
know how many yards of muslin or 
how many pounds of flour or sugar he 
is getting for a dollar. This is a point 
the advertiser should always keep in 
view. Let him apply that simple test 
to persistent canvassers, and see how 
many of them, even with their loose 
ideas of the solemnity of an oath, are 
willing to state the exact circulation of 
the paper they represent, and stand 
ready to swear to the correctness of the 
figures they give. If they decline to 
furnish this guaranty as to the equiva- 
lent to be rendered for the money 
asked, better decline all farther nego- 
tiations with them, on the ground that 
they belong to that large class of plaus- 
ible fellows who are trying to get some- 
thing for nothing.— Washington Even- 
ing Star. 


>. —_ 


A letter from Manchester, England, 
bearing the simple address: ‘‘ P. T. 
Barnum, America,’’ was recently de- 
livered to the veteran showman at his 
home in Bridgeport, Conn., without an 
hour's delay beyond the time which it 
would have taken to reach him if fully 


directed. Another example of the 


value of advertising. 
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HINTS ON THE CONSTRUC- 
TION OF ADVERTISE- 
MENTS. 


The object of reproducing the adver- 
tisements which appear upon this and 
the opposite page is twofold: first, to 


iv 
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show that great prominence may be 
secured for an advertisement occupy- 
ing a comparatively small space ; and, 
second, to illustrate, by contrast, the 
fact that plain types and ordinary dis- 
play produce the best results. 

As the eyes rest on the first repro- 





The “American” of Boston has an established for the ex 
cellence of its table, the cleanliness and comfort of its rooms and the air 
of pertection which pervades every 

Chryst- Alba (moth destroyer) is recommended to kil! Moths and Moth- 
worms without being obnozious. They also claim it will not stain the 
most delicate fabric and that it is not poisonous. 

Wines anv Stinos. This is the airy, stinging title of another 
sprightly amusing book by Palmer Cox. It is one of the Queer People 
series, and similar to its companion “ Paws and Claws,” of which we told 
you recently. This is one of the funniest and brightest books for young- 
sters we have ever seen. The illustrations are aod will make 
the boys and girls roar with laughter. The Boston Budget says: “Asa 
holiday book nothing could be more appropriate, since nothing could 
confer greater pleasure upon the little ones.” The National Republican 
says: “ Every page is a picture and all the text music, a fountain of fun, 
mever ceasing. It will make young eyes blaze” I: will certainly be 
wonderfully popular. It is published by Messrs. Hubbard Bros., of 
Philadelphia, Chicago, and Kansas City, to whom persons desiring a 
copy or an agency should apply. 


So Many Lapies!!! Have been disappointed in buying dresses, | 


that we can readily believe that many of them despair of purchasing a 
dress which they will consider is worth the money paid fort. Severe 
competition, high rents, expensive clerks, drive store-keepers to sell 
an inferior article of apparel! at a price much higher than its real value. 
Se, when a manufacturer offers to sell direct from his looms to the 
wearer, the buyer has a guarantee that it will get the best fruit of his 
looms. is particularly true of Silk and Satin asin no other class of 
goods is the opportunity for swindling so great. Foreign nraterials can 
be woven into the silk and even the practiced eye can not detect the de- 
ception. The lady who has been led by a pleasant clerk in a handsome 
store to invest her money finds out after it is too late that she has been 
cheated and what she bought for something handsome turns out to be 
rough material containing 40 per cent. silk, 60 per cent. foreign materials 
not, fit fora lady's apparel, All our lady readers will welcome the 
chance offered them to secure a handsome silk or satin dress direct from 
a great Connecticut factory which offers to send a pure Silk or Satin 


Hill Pork has its origin near us,on Dr. Learned’s well-known straw. 
berry grounds at Florence, Mass. It has been in our market the past two 
seasons. We cheerfully endorse its claims of superiority over that of 
the general market for the following reasons, vie: »—The pigs are fed 
upon. milk, grain and grasses instead of the ordinary swi!l compounds 
2—They live in open field and are surrounded by pure air and fresh 
| running water in place of the filth pools of the barn cellar and its 
| accompanying .vaults. 3—Lard from Strawberry Hull Pigs is always 
clean and pure, containing neither water, cotton seed oil or cholera 
germs. 4—The Sausage is enclosed in cloth and wax-paper covering 
| im place of the intestnal case—often diseased—from other animals 
| $—The mode of preparation for the market is cleanly and wholesome 
| 6—Bat for the added cost of making Pork after the Doctor's modern 
| ised and hygienic formula, we believe Strawberry Hill Pork would 
| have the precedence in every household where its history is known 
| Appended to this are the names of nearly one hundred of the business 
| men of Northampton, and Florence, Mass. It is unnecessary to say 
| that the Strawberry Hill brand of pork will have wide patronage 





WHERE OAN IT BE HAD?. 
| Editor of Good Housexkserinc 
Can any one inform sie where the Trailing Fern which grows in Con 
necticut can be obtained ? I refer to that which is pressed and sold by the 
| yard. Mas. S. R. Le Bosouet 
Wetrestey Hriis, Mass. 
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Fair white hands. 
Brightclear complexion 
Soft healthful skin. 
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_ “SIX CUPS OF COFFEE.” 
B; ‘athenioe Owen. Hartand, 
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catalogue S cs puddings 
ices, mering 
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Ant op Nuastnc. This is one of the most ons 
Robinson Scovil, is a trained nurse of large ex 


published Its author, Elisabeth: 
perience. Sent postpaid ior so 


We will send these six books post-paid for $1.75, 


CLARK W. BRYAN & CO., Publishers, SPRINGFIELD, MASS. 





duction they are attracted to the adver- glance, which, however fleeting, is of 
tisement of Pears’ Soap. This, of all sufficient duration to permit the im- 
else on that page, receives the first port of the advertisement to be ab- 
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sorbed. Had the advertisement occu- 
pied a page, instead of the comparative- 
ly small space that it does occupy, it could 
have gained no greater prominence. 

It is to be noted, however, that the 
surroundings of the Pears’ Soap adver- 
tisement are such as are easily subor- 
dinated. The presence of other dis- 


played advertisements on the same 
page would materially detract from the 
prominence it now enjoys. 

If you desire your advertisement to 
be read by all, set-it in the manner best 
calculated to facilitate a rapid perusal. 
You, as a man of business, know with 
what ease you read neatly type-written 





























letters, and how you would gladly es- 
cape ‘the ordeal of deciphering the 
miserable chirography of some of your 
correspondents. Many authors invari- 
ably send type-written copies of their 
manuscripts to prospective publishers, 
knowing that the easy reading thus in- 
sured will favorably impress the reader ; 
and yet the announcement of an adver- 





tiser, who desires that his advertise- 
ment shall favorably impress the pub- 
lic, will sometimes assume the propor- 
tions of an enigma on which the 
Sphinx might safely have staked her 
reputation. 

The test of an advertisement is its 
legibility. Fancy lettering may attract 
attention, but it does not invite a read- 


—— 
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ing. What the reading public wants is 
plain type, and it has been found that 
for some reason, not easily explainable, 
a combination of capital and ‘‘ lower 
case”’ letters, as in the Pears’ Soap an- 
nouncement, produces an advertisement 
more attractive than one set wholly in 
capital letters. 

By contrasting the advertisements of 
Pears’ Soap and the Denver Manufac- 
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turing Co,, the truth of the foregoing 
assertions may be verified. Can any 
one hesitate in deciding which is most 
quickly read? 

It is sometimes necessary for an ad- 
vertiser to say a great deal in a limited 
space, as is illustrated by the advertise- 
ment here reproduced, ‘‘A Cure for 
Hard Times.” In this case, the adver- 
vertisement is not of general interest, 


E For HARD TIMES 


AT YOUR DOOR AT WHOLESALE 
PRICES. Having grown e large ¢ quantity of the fol. 
q-* order to introduce 

000 bomes, We mee the fo! 





A CUR 


1 we UNPRECEDENTED. “OFFER: 


er “— — I wioter 
and but! ter &£ . 
best aad jeariiest, Wileon's Prem 


leon’ Corn, A earliest 
ia cultivation. New moth Zinnia, double 
ashineton Astere, very large al! 
mixed, to sll 


Dabtia, seumses 
ight, beautiful colers. deat 
Seurieare Ley DIRECTIONS FOR 


ay TIY, and 0) Aa. 
EN boxes OO, post-nnid. 
Jention this Paper. Te LLY. rucKs nour TY. ENNA. 


M SA LL Wise 
OUR BEAUTIFUL, ILLUSTRATED aod DESCRIPTIVE lia Pace CATALOGUE ACCOMPANIES EACH ORUER 





and the advertiser has done well to 
indicate its nature by an illustration. 
Farmers, and others interested in 
potato culture, are attracted by the 
pictured vegetable, and read the ad- 
vertisement ; those not interested in 
such matters will probably not read it, 
and as nothing is to be gained by their 


+++ 


so doing, the advertiser loses nothing 
and the reader saves his valuable time. 
Those who are interested and have 
their attention once attracted are bound 
to read the whole, even if the type is 
small, and in papers which charge a 
dollar a line or more, space saved is 
money saved. 


OnE of our Southern exchanges, 
which scolds the Professors at Sewanee 
in good Puritan fashion for smoking 
and allowing dances and theatricals, 
prints little advertisements alternately 
with ‘‘ reading matter,”’ making some- 
times rather ludicrous juxtapositions. 
Here is one, quite apropos to its solemn 
lecture : ‘‘ Truth, like the sunbeam, 
cannot be soiled by any outward 
touch.” ‘‘If you Wish a Good Ar- 


ticle of Plug Tobacco, ask your dealer 
for ‘ Old Rip. "—Church Eclectic. 


- + 


td 
A WELL-KNOWN English firm, in 
advertising one commodity last year, 
spent half a million dollars. Of this 
amount two hundred and fifty thousand 
dollars was spent in England, and one 
hundred and fifty thousand dollars were 

expended here.— Geyer’s Stationer. 
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HOW TO 
ADVERTISER. 


SUCCEED AS AN 





A little article, addressed to traveling 
agents, clipped from some forgotten 
exchange, although the greater part is 
unsuited to our purpose, contains three 
aphorisms that advertisers may assimi- 
late to themselves. We print in italics 
the quoted portions, and follow each 
with a simile for advertisers. 

He must manage a small territory, 
and continue to go over the same ground 
thoroughly. 

What the agent or canvasser does 
in person, the advertiser must do by 
means of his advertisements, though 
he may allow himself a somewhat 
greater latitude. In cases where the 
agent would limit himself to one State, 
or even a smaller territory, the adver- 
tiser, with the help of the newspapers, 
may hopefully undertake to canvass a 
group of States; but he must select 
and limit his field in deference to the 
amount he intends to expend in adver- 
tising. The advertiser, like the can- 
vasser, must ‘‘ go over the same ground 
thoroughly.” Diffuseness in advertis- 
ing, unless backed by a large capital, 
is generally unwise. The air diffused 
cannot uphold a feather ; confined it 
becomes the most powerful of forces. 
Three hundred dollars expended in ad- 
vertising throughout the United States, 
while it would produce some results, 
would not be so condusive to the estab- 
lishing of a reputation for any article 
as a smaller sum expended in advertis- 
ing over a less territory. 

What you have to sell must be pre- 
sented in a truthful, candid way. 

Don’t advertise that you are selling 
an article worth five dollars for twenty- 
five cents. Such statements emanate 
either from lying knaves or from fools. 
The knaves, however, are the ones who 
advertise such statements, the fools not 
possessing sufficient sense to appreciate 
the value of advertising. A truthful, 
candid statement is the best advertise- 
ment of a meritorious article. Learn 
to regard your advertisement as your 
bond, and be prepared to fulfil its 
pledges to the letter. Exercise the ut- 
most care in writing your advertise- 
ment, so that it may not convey an 
exaggerated impression. Ofttirfes a 


purchaser believes himself to have been 
deceived, even when he has received all 
that an advertisement offered, because 

seemed to offer more. Rather let 






the performance exceed the promise 
than the promise the performance. 

No man can judge of his success as 
an agent in a week or a few days. He 
must have sand enough in his make-up 
to give the business a thorough trial. 

One of the vital qualities of the 
successful advertiser is his continuity, 
or as a phrenologist once termed 
it, ‘‘ stick-to-it-ive-ness."" Those who 
have found that ‘‘ advertising doesn’t 
pay” are indebted for their knowledge 
to their ignorance, or else hadn’t ‘‘ sand 
enough to give the business a thorough 
trial.” 

Advertising, when persistent, and in- 
telligently conducted, is an investment, 
not a speculation. 

It will pay you to advertise. 
OBTRUSIVE ADVERTISING. 

The amount of money and time ex- 
pended in circular advertising must be 
very great. It is not unusual for quiet 
citizens of Boston to receive three or 
four or even more letters a day directed 
to them personally, which, on being 
opened, prove to contain an application 
for custom or a recommendation of 
wares. This used to be done witha 
one-cent postage stamp, without seal- 
ing, and perhaps without address. 
Now it seems to have penetrated the 
consciousness of those who prepare 
the circulars that such affairs are gene- 
rally thrown away without reading ; 
so they seal them, put on a two-cent 
stamp and address them like a letter, 
by which means the victim is beguiled 
into opening them, and probably pro- 
voked by the cheat put upon him. 
Perhaps these things pay. If they do 
not a good deal of expense and trouble 
is wasted. And yet it will be found 
that the really successful houses have 
nothing to do with this method.— 
Boston Herald. 


TIMES HAVE CHANGED. 





Extract from a letter from a Massa- 
chusetts publisher : 


I have been a printer and newspaper man 
fifty-four years, and have canvassed in New 
York City for advertising for a country news- 
paper before there was any established ad- 
vertising agency. We could then get $75 a 
year net for a column in a six or seven column 
country paper, and there were no notices or 
next to reading matter either. 

But now the competition between the nu- 
merous advertising agents scattered over the 
country is so great that you cannot offer a 
price that any decent newspaper can accept. 
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COST OF THE MAGAZINES. 


‘*Few readers of American maga- 
zines,” said a publisher the other day 
to Mr. Bock, the literary gossiper of 
the Graphic, ‘‘know what it costs to 
produce even a single issue of one of 
the great monthly periodicals which 
now stand at the head of publications 
of their class the world over. The 
illustrations for the Century and Har- 
per's Magazine cost on an average of 
about $5,000 per month, but with 
these two established magazines the 
cost is rather diminishing than increas- 
ing, as both are using the ‘ process en- 
graving’ more and more. With Scrid- 
ner’s, on the other hand, large sums of 
money are being expended upon the 
engravings, as this young periodical 
seems to be determined to equal its 
older contemporaries at no matter what 
cost. A careful estimate of the money 
spent in illustrating the Christmas num- 
bers of Harper's and Scribner's puts 
the sum at $7,000 each, as both maga- 
zines contain about seventy pictures, 
the average being $100 for engraving. 
Many of the full-page ‘ blocks’ cost 
$300 each, and some of the half-page 
illustrations, which readers often pass 


by unnoticed, cost from $200 to $250 
each. These prices are easily accounted 
for when it is remembered that men 
like J. Alden Weir, Elihu Vedder, Will 


H. Low, A. B. Frost, receive from 
$100 to $150 a drawing. Ten years 
ago the highest price paid for the same 
work was $50 a drawing for a full-page 
illustration. To come to the literary 
matter: The expense for articles and 
stories, a large proportion of which are 
repared to order, costs on an average 
bes a printed page, and I have known 

100 a page to be demanded. The 
* fixed charges’ on the large magazines 
for literary and artistic matter alone is 
therefore from $8,000 to $10,000 a 
month, enough to eat up the profits 
on 100.000 copies.”—Current Liter- 
ature. 

JUST CRITICISM. 

By looking over the columns of the 
average country newspaper you may 
find great variety of patent medicine 
advertisements. Take the same paper 
and compare the amount of home ad- 
vertising with those of foreign nature, 
and you will find a preponderance in 
favor of the latter class. Why is it 
so? Principally because of the gul- 
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libility of the publisher and partly 
because of a lack of interest in local 
advertisers toward the prosperity of 
home industries. The local advertiser 
is to blame, because he depends solely 
upon the local patronage for subsist- 
ence, while the paper will necessarily 
gain some of its patronage from foreign 
advertisers. The secret of the cause 
and effect is that publishers have their 
advertising rates up beyond the reach 
of the poorer classes of their local 
patrons. Then, it may be asked, how 
do they fill their columns as they do? 
The method adopted usually is some- 
thing like this: The foreign advertiser 
sends the copy of the ‘‘ad.” he wants 
inserted, accompanied by a blank con- 
tract, which, while it seems favorable, 
is always below their published rates 
for the space to be occupied. The 
result is, the advertisement goes in. 
When the local merchant comes in and 
inquires the rate for a certain space, 
the regular rates are given him, and 
when he thinks it is higher than he can 
afford, he is told that those are the 
rates, from which there is no deviation 
to anybody, and is honest in thinking 
so, but it is not so. If publishers 
would make their rates as reasonable 
as they deem possible, and adhere 
strictly to those rates, they might get a 
better class of advertising, and not 
have the appearance of their papers so 
sadly destroyed with black and ungainly 
cuts.—Press and Printer. 
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SUNDAY ADVERTISING. 


What are Sunday newspapers good 
for, anyhow? It has long been a fa- 
vorite delusion of a large class of 
merchants that they are valuable ad- 
vertising mediums. Now comes John 
Wanamaker, the great merchant prince 
of America, who spends $5,000 a week 
in advertising, and pays a man $1,000 
a month to look after it, and says: ‘‘I 
advertise in every issue, except Sunday, 
of every daily newspaper in Philadel- 
phia.”” Marshall Field, whose business 
rivals, if it does not surpass, that of 
Wanamaker, never advertises in the 
Sunday issues of the Chicago newspa- 
pers, because he does not believe in 
advertising on a day when his store 
is closed. And so we have the two 
greatest dry-goods merchants in Amer- 
ica repudiating the Sunday newspaper 
as an advertising medium. [If it is not 
good for this purpose, what on earth 
is it good for ?—A merica. 
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A LIST OF GENERAL 
PAPER 


NEW S- 
ADVERTISING 
AGENTS. 





104 TEMPLE CouRT, ) 
NEw York, January 16, 188g. § 
To the Members of the American 


Newspaper Publishers’ Association : 
Gentlemen—The following list com- 
prises the names of those persons and 
firms who are recognized by this Asso- 
ciation as General Advertising Agents, 
and as such entitled to Agent’s com- 
missions from our members. This is 
the list which has been recommended 
by our Executive Committee to the Ad- 
vertising Agents’ Association as a basis 
for membership, and membership in the 
latter Association will be confined to 
this list. In recommending the list to 
our membership, the Committee does 
not deal in any way with the mat- 
ter of credit, the only recommendation 
being that the concerns on the list are 
in good standing, have offices devoted 
to the business, and are in the true 
sense of the word General Advertising 
Agents. Respectfully submitted, 
L. MORGAN, 
Secretary. 
W. Ayer & Son, 302 Chestnut street, 
Philadeiphig, Pa. 
J. H, _— & Co., Potter Building, New 
Y = Cit 
Geo. Pp. Rowell & Co. 
York City. 
Lord & Thomas, 45 Randolph street, Chi- 
cago, Ill, 
Dauchy & Co., 27 Park Place, N. Y. City. 


., 10 Spruce street, New 


W. W. Sharpe & Co., 21 Park Row, New 
York City. 
S. R. Niles & Co., 256 Washington street, 


Boston, Mass. 

S. M. Fettingill & Co., 10 State street, Bos- 
ton, Mass. 

S. H. Parvin’s Sons, 175 Vine street, Cin- 
cinnati, Ohio. 

J. Walter Thompson, Potter Building, New 
York City. 

Nelson Chesman & Co., 92 Locust street, 
St. Louis, Mo. 

Horace Dodd, 265 Washington street, Bos- 
ton, Mass. 

Frank, Kiernan & Co,, 152 Broadway, New 
York City. 

Charles H. Fuller, Chicago, Ill. 

=. N. Erickson, 5 Beekman street, 
York City. 

Pratt Co., 54 North Ninth street, Phila- 
delphia, Pa. 

L. Lloyd & Co., Chicago, Ill. 

T. C. Evans, 294 Washington street, Boston, 
Mass. 

Arthur A. Anderson, 2t Park Row, New 
York City. 

M. Heimerdinger, 41 Park Row, N. Y. City. 

Savage & Farnum, Detroit, Mich. 

Boston Bureau of Advertising, Geo. A. Fox- 
bt Manager, 36 Bromfield st., Boston, Mass. 

N. Gates & Co., 10 Pine sireet, Cleve- 

land. Ohio. 

J. < Hough, Detroit, Mich, 


New 
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W p Danielson, Providence, R. I. 

C. J. Wheeler, Providence, R. 

Fred W. Nostrand, 50 Tribune Building, 
New York City. 

Morton & Tioem, 69 Dearborn street, Chi- 
cago, Ill 

ye ® Cahill, 34 School street, Boston, Mass. 

Remington Brothers, Pittsburgh, Pa. 

Tobias Brothers, 3 Chambers street, 
York City. 

Wm. Young, 21 Park Row, New York City 

Mail Advertising Agency, Toronto, Ont. 

W. H. Whittaker, 33 Atwater street, Cleve- 
land, Ohio. 

Heman Burr, 3 Park Row, New York City. 


New 


John Lane, Tribune Building, N. Y. Cit 
Chas. Meyen & Co., 154 Nassau street, New 
York City. 


M. Volkman, Morse Building, N. Y. City. 

P. B. Bromfield, 21 Park Row, N. Y. City. 

Brown & Pulverman, 1,238 Broadway, New 
York City. 

Geo. W, Place, 52 Broadway, N. Y. City. 


List OF MEMBERS OF THE AMERICAN 
NEWSPAPER PUBLISHERS’ ASSOCIA- 
TION, DECEMBER 31, 1888. 


. Beacon, Akron, Ohio. 
Express, Albany N, Y. 
Press & Knicke rbocker, Albany, N. Y. 
. Argus, Albany, N. 
Morning Herald, Baltimore, Md, 
Traveller, Boston, Mass. 
» ——— Boston, Mass. 
erald, Boston, Mass. 
. Globe, Boston, Mass. 
. Post, Boston, Mass. 
. Eagle, Brooklyn, N. Y. 
Times, Brooklyn, N. Y. 
. Freie Presse, tod vdidg N. Y. 
. Standard-Union, Brooklyn, N. Y. 
. Express, Buffalo, SA 
. News, Buffalo, N. Y. 
. Free Press, Burlington, Vt. 
. Herald, Chicago, Ill 
. Mail, Chicago, Ill. 
. News, Chicago, Ill. 
21, Times, Chicago, Ill. 
22. Commercial Gazette, Cincinnati, Ohio. 
23. Enquirer, Cincinnati, Ohio. 
24. Post, Cincinnati, Ohio. 
25 Times-Star, Cincinnati, Ohio. 
26. Leader, Cleveland, Ohio, 
27. Ohio Farmer, Cleveland, Ohio, 
28 
29 
30 
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. Plain Dealer, Cleveland, Ohio, 
. Dispatch, Columbus, Ohio, 
. Press, Columbus, Ohio. 
31. State Journal, Columbus, Ohio. 
32. Democrat, Danbury, Conn, 
33- Republican, Denver, Col. 
34. Leader, Des Moines, Iowa. 
35. ae. Detroit, Mich. 
‘ribune, Detroit, Mich. 
37. Times, El Paso, Texas. 
38. Gazette, Fort Worth, Texas. 
39. News, Galveston, Texas. 
40. Democrat, Grand Rapids, Mich. 
41. Telegram-Herald, Grand Rapids, Mich. 
42. Spectator, Hamilton, Ontario. 
43. Independent, Harrisburg, Pa. 
44. Courant, Hartford, Conn, 
45. Indiana Farmer, Indianapolis, Ind. 
46. agg Indianapolis, Ind 
News, Indianapolis, Ind. 
48. Sentinel, Indinapolis, Ind. 
49. Citizen, Jackson, Mich. 
so. Times-Union, Jacksonville, Fla. 
51. —. ersey City, N. J. 
52. Telegraph, Kalamazoo, Mich. 
53- Star, Kansas City, Mo. 
54. Gazette, Little dock, Ark. 
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. Advertiser, London, Ontario. 
. Commercial, Louisville, Ky. 
. Courier- ournal, Louisville, Ky. 
. Times, uisville, Ky. 
. News, Mansfield, Ohio. 
60, Appeal, Memphis, Tenn. 
. Journal, Meriden, Conn. 
‘ — Milwaukee, Wis. 
Sentinel, Milwaukee, Wis. 
ournal, Minneapolis, Minn. 
‘ribune, Minneapolis, Minn. 
. Star, Montreal, P. Q. 
. Banner, Nashville, Tenn. 
. Democrat, Natchez, Miss. 
‘ ae & Courier, New Haven, Conn. 
News, New Haven, Conn. 
. Register, New Haven, Conn. 
. City Item, New Orleans, La. 
. Picayune, New Orleans, La. 
. States, New Orleans, La. 
. Times-Democrat, New Orleans, La. 
. Frank Leslie’s Publishing House, New 
York City. 
. Press, New York City. 
. Staats-Zeitung, New York City. 
. Sun, New York City. 
. World, New York City. 
. Times, Norristown, Pa. 
. Bee, Omaha, Neb. 
. Herald, Omaha, Neb. 
> Northwestern, Oshkosh, Wis. 
. Call, Philadelphia, Pa. 
. News, Philadelphia, Pa. 
. Record, Philadelphia, Pa 
. Star, Philadelphia, Pa. 
. Times, Philadelphia, Pa. 
. Chronicle-Telegraph, Pittsburgh, Pa. 
. Leader, Pittsburgh, 
. Press, Pittsburgh, Pa. 
. Argus, Portland, Me. 
. Oregonian, Portland, Oregon. 
. Chronicle, Pottsville, Pa. 
ournal, Providence, R. I. 
Telegram, Providence, R. I. 
. News & Observer, Raleigh, N. C. 
. Eagle, Reading, Pa. 
. Dispatch, Richmond, Va. 
. Democrat & Chronicle, Rochester, N. Y. 
. Morning Herald, Rochester. N. Y 
. Union & Advertiser, Rochester, x Y. 
. Bee, Sacramento, Cal. 
. Chronicle, St. Louis, Mo. 
. Herald, Salt Lake City, Utah. 
. Bulletin, San Francisco, Cal. 
. Call, San Francisco, Cal. 
. Chronicle, San Francisco, Cal. 
. News, Savannah, Ga, 
. Truth, Scranton, Pa. 
: Republican, Springfield, Mass. 
. Union, Springfield, Mass. 
Dispatch, St. Paul, Minn, 
. Herald, Syracuse, N. Y. 
. Times, Syracuse, N. Y. 
. Bee, Toledo, Ohio, 
. Blade, Toledo, Ohio. 
. Capital-Commonwealth, Topeka, Kans. 
. Globe, Toronto, Ontario, 
. Mail, Toronto, ¢ Ontario. 
. Star, Washington, D.C. 
3. Post, Washington, D. C. 
. American, Waterbury, Conn. 
. Every Evening & Commercial, Wilming- 
ton, A 
. News, Wilmington, Del. 
. Reporter, Woonsocket, R. I. 
. Spy, Worcester, Mass. 


—-e 


A NEGLECTED RULE.—‘“* In honor- 
able dealing, we must consider what we 
intended ; not what we said.” —Cicero. 


ADVERTISING A MEASURE 
OF CIVILIZATION. 


The progress of civilization, it has 
been said, might with accuracy be 
measured by the manufacture of sul- 
phuric acid. At first sight it seems an 
eye & what has the manufacture 

f H, SO, got to do with all that we 
mean by ‘civilization ?” But it is not 
the strangest standard of measurement 
that has been suggested for this most 
complicated process known to man— 
the upward movement of the human 
race. Some one, whom I forget, but 
it is quoted by an enterprising manu- 
facturer and advertiser of soap, has 
said that this article, soap, might be 
taken as civilization’s unit of measure- 
ment! Might we not even take the 
advertiser himself as the best unit? 
We call this an age of progress, but 
has anything in this age progressed 
(ahem ! is it Progress, or is it retro- 
gression ?—all apologies to enterprising 
advertisers) faster than the means and 
methods of advertising? Surely the 
means and methods of advertising are 
a better and more comprehensive stand- 
ard of measurement than sulphuric acid 
or soap. It is a test of rapidity and 
facility of intercourse, not only be- 
tween villages, towns, cities, provinces, 
nations, but even between continents 
and hemispheres. It is a test of the 
increasing wants of the people, and 
increase of wants has been taken as 
a sign of civilization, for wants may 
mean not wealth and leisure alone, but 
improved methods in processes of all 
descriptions—artistic as well as econ- 
omic. It is a test of general intellec- 
tual activity, for if the majority did not 
read advertisements advertising would 
not exist. Above all, it is a test of 
** push,” and ‘‘push”’ is the keystone 
of progress, if not even its found- 
ation stone.—7. #. H., in Toronto 
Week. 


>. — 


THE present is an excellent time to 


advertise. The excitement always at- 
tendant on a presidential contest has 
subsided, and now that the result has 
been definitely settled, and accepted 
in good faith by the American people, 
society will resume its normal condi- 
tion and the claims of business force 
themselves upon the community. The 
shrewd advertiser, always on the alert, 
will not fail to take advantage of the 
opportunity.—/nland Printer. 





PRINTERS’ 


NEWS AND NOTES. 


Lies is the name of a recently-started 
weekly paper. Alfred Trumble, as 
‘chief and responsible liar,” states 
that ‘‘no subscribers to Zies are de- 
sired,” but that ‘‘feeble-minded per- 
sons who insist on subscribing, and 
whose physicians will certify that it is 
necessary for their health, may do so 
by forwarding $4 in cash, or its equiva- 
lent, to No. g East Seventeenth street, 
New York 


So great was the demand on the ad- 
vertising space cf the St. Augustine 
News last season, that this year its 
publishers deemed an addition of four 
pages advisable. They now state that 
nearly all of this additional space is 
sold, and that further additions may 
be necessary. 


The United States Gazette, of Wash- 
ington, D. C., commences with the 
issue of January its sixteenth volume. 
J. H. Soule is editor and publisher. 


Since Orange Judd purchased 7%e 
Farmer, of St. Paul, moved t to Chi- 
cago and incorporated his name in its 
title, The O~-nge Judd Farmer has 
prospered. it guarantees a regular 
circulation of 25,000 copies. 


The Standard (New York) celebrated 
its third year by an enlargement to 
sixteen pages—a change to a form 
similar to Harpers’ Weekly—and an 
increase in advertising rates. Its latest 
circulation figures (42,000) indicate a 
widening popularity. 


The Wells Machine Works, of Fos- 
toria, Ohio, are seeking information in 
regard to country newspaper advertis 
ing, being desirous of investing some 
capital in that channel. 

To introduce the paper, the Troy 
(N. Y.) Press will, for a time, be de- 
livered, free of charge, to every house- 
hold in Troy and the vicinity. 


The Sunday School Times, of Phil- 
adelphia, publishes the following : 
“The Sunday School Times intends 
to admit only advertisements that are 
trustworthy. Should, however, an ad- 
vertisement of a party not in good 
standing be inadvertently inserted, the 
publisher will refund to subscribers any 
money that they may lose thereby.” 
Such a guarantee should materially add 
to the advertising value of 7e Sunday 
School Times. 
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Dr. Geo. W. Nyce & Co., of Troy, 
N. Y., manufacturers of ‘* Blood Vital- 
izer” and ‘‘ Infallible Oil,” wish to ex- 
tend the reputation of their specialties 
by judicious advertising. 


It is said that the Carter Medicine 
Company, manufacturers of ‘‘ Carter's 
Little Liver Pills,” has spent over 
$1,000,000 in advertising their speci- 
alty. 

A. Frank Richardson is absent from 
the city on business. He will visit 
Chicago, Buffalo and Rochester. 


The average daily circulation of the 
San Francisco Examiner for the past 
year is stated at 52,582. Anticipating 
an increase this year, they have ordered 
two Hoe presses, each having a maxi- 
mum capacity of 24,000 twenty-four- 
page papers an hour, 

A. J. Wilson has succeeded C. H. 
Eddy as Eastern representative of Lord 
& Thomas, 

W. W. Hallock, of Kellogg’s News- 
paper Company, will return to New 
York about February 1, from an ex- 
tended tour in the West and South, 
where he has been combining business 
and pleasure in healthful proportions. 


G. M. Brennan, 150 Nassau street, 
New York, is the Eastern representa- 
tive of the Minneapolis /Journa/ and 
the Columbus (O.) Dispatch. 


The Author, Boston, has made its 
appearance. The contents are mainly 
reprinted articles, carefully selected and 
edited. 7he Author is published by 
Wm. H. Hills, and resembles in many 
respects its associate, The Writer. 


> — 


Two Mergenthaler type-setting ma- 
chines are in operation in Philadelphia, 
in the office of the Ladies’ Home /our- 
nal, They are not used for setting plain 
reading matter, but exclusively on mail 
lists, the immense circulation of the 
Home Journal (500,000 copies month- 
ly) requiring the most rapid method of 
putting names and addresses into type. 
The type is made, set up into the re- 
quired width, and cast into solid lines, 
so that there is no chance for “ pi.” 
The capacity of each machine, on plain 
matter, is about three thousand ems 
per hour. With a careful operator but 
little attention is required at the hands 
of the ‘‘ machine-minder,”’ as a Brit- 
isher would call him.—/Printers’ Cir- 
cular, 
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ADVERTISING AGENTS. 
THE business of an advertising agen- 
cy will always be most successful in big 
centers where they are surrounded by a 
large advertising patronage, and where 
it can be dispensed with advantage to 
all concerned. Large advertisers often 
don’t care to manage their own adver- 
tising, but prefer to give it to an agent 
to manage for them on a commission. 
And why? Because the agent is thor- 
oughly conversant with the requirements 
of his advertisement, and knows just in 
what papers to place it to find customers 
and produce the best results. Will any- 
one then say that a business requiring 
such fine discrimination and rare judg- 
ment is not a necessity! The truth is, 
it is a highly important business and is 
not readily acquired, and this is an addi- 
tional argument why advertisers should 
place their business in the hands of re- 
sponsible men who know its value and 
importance, and whose honesty and in- 
tegrity cannot be questioned.— Country- 
Press Reporter. 
N OFFICE to let in the Rowell 
Building, No. 1o Spruce St., up two 
flights from street. Size, 21x22. Good light. 


Rent, $300 7 og including steam heat. 
Apply to sEO. P. ROWELL & CO. | 


HE MOLINE EVENING DIs- 
PATCH is the Best Circulated 
daily in Northwestern Illinois. Moline is the 
manufacturing centre of the Northwest. As 
an advertising medium the Dispatcu has 
quality as well as quantity. 
McGuynn & Groom, Publishers. 


SPRINGFIELD GAZETTE— 
DAILY and WEEKLY,.—Oldest exist- 

ing paper in Springfield, Ohio. Under one 
management since the first issue. THe Ga- 
zeTTe is the people’s paper, and is always 
popular with the masses. As an advertising 
medium, THe GAZETTE HAS QUALITY AS 
WELL AS See Hi 
E HARWOOD, Publisher. 


iT A DICK MAILER, each 

of six Chicagoians, in from 8 to ro hours, 
stamps on 20,000 “* Weekly Inter-Oceans,”’ one 
by one, in P, O. lots, its owner’s name and ac- 
count ; holding each lot, till he wraps, cards 
if big, and P. O. labels it; fully addressing 
each pre-wrapped single, as its label comes un- 
der the stamp. This is a one man /eat, 
otherwise impossible. No agents. ROBERT 
DICK, Buffalo, N. | 





Che Boston Post 


Reaches the most select constituency in 
New England, and is therefore an ex- 
ceptionally valuable advertising me- 
dium. Rates will be furnished by 
Messrs. Geo. P. Rowell & Co., or by 
Bridgman, Birmingham & Co., General 
New York Agents, B’dway and Wall st. 


PRINTERS’ INK 


THE 


WOONSOCKET 
PATRIOT. 


Established at Woonsocket, R. 1., 
Sept. 10, 1833, 

COVERS A VAST TERRITORY, BEING 

READ IN ALL PARTS OF 

UNITED STATES, 

though the bulk of its readers are in 

Massachusetts, Connecticut 
and Rhode Island. 


—~+o-+ — 








rH! 


It is constructed specially for the home ot 
the * old school,”’ 
probably no newspaper in New England, if 
indeed in the country has a constituency that 


—solid and substantial—ar 


can better appreciate a paper of this class 
Copies furnished on application. Advertsiing 
rates can be secured of any reputable advertis 
ing agency or by addressing 
BUSINESS DEPARTMENT, 
Woonsocket, R. I. 


PATRIOT. 


SAN FRANCISCO 


Weekly Call 


AND 


Weekly Bulletin, 


WITH A COMBINED 


41,000 Weekly, 


will insert large or long-time 
in both papers for 


25 Cents per line 
each insertion. 


are the LEADING WEEKLIES « 
ORNIA, and circulate from Alaska 


CIRCULATION OF 


advertisement 


They 
CAL iF 
to Mexico. 


s TOC K CUTS. 
Electrotypes ‘of Wood Bugravings 


FOR ILLUSTRATING 


’| Newspapers, Magazines, 
Juvenile Publications, 
Books, Circulars, 
Programmes, 
Pamphiets, 
Etc., Etc. 
No Catalogues. Proofs sent on application 
when the subject and size wanted are given. 


PRESS ENGRAVING CO., 
88 & 90 Centre Street, New York. 


Etc., 





PRINTERS’ INK. 


TO ADVERTISERS. 


Weclaim to be prepared to insert advertise- | 


ments in any one, any part of, or all American 
publications at as low figures, and on as rea- 
sonable terms as any responsible agency in 
existence. 
LOCATION. 


2,500 population, 


Our location ina village of 
is one which on account of 


moderate expenses, comparing with agencies in 
the cities, works directly in the interest of our 
customers, 
vertising Agency, Main St., 


The C. B. THurper Company, Ad- 
Bay Shore, N.Y. 
HE NEW YORK PRESS: Daily, 
Weekly and Sunday: The PRESS was 
first published December 1, 1887. Circulation 
February 1, 1888, 26,550. Circulation June 1, 
455944- Circulation August 1, 66,482. Circula- 
tion September 1, 76,480. Circulation October 
1, 90,970. Circulation October 27, 100,064. 
Cisculetion November 7, 254,846. Advertisers 
should observe and use the New York PRESS. 
ATENTS PROCURED by Charles 
F. Benjamin, Corcoran. Building, Wash- 
ington, D. C., for $65, including govern- 
ment fees and drawings. Every specification 
and amendment revised by himself before fil- 
ing. Send description, with rough drawing or 
model, by mail, Preliminary Advice 
Free. Specific advice as to patentability or 
profitableness, $5 to $10, often saving cost of 
application or useless patent. More money 
than ever in patents, but invention must be 
something wanted, and sgecification, claims 
and dr rawings thoroughly prepared. 


LIST of 1,00 NEWSPAPE RS DI- 

vided into States and Sections will be 
sent on application—rree. ‘To those who 
want their advertising to pay, we can offer no 
better medium for thorough and effective 
work than the various sections of our Select 
Local Last. Address GEO, P. ROWELL 
& CO., Newspaper Advertising Bureau, 10 
Spruce 5t., New York. 


| ae A CHECK FOR $20 WE WILL 
print a ten-line agivertisement in One 
Million issues of leading American News- 
papers and complete the work within ten days. 
This is at the rate of only one-fifth of a cent a 
line, for 1,000 Circulation! The advertise- 
ment will appear in but a single issue of any 
paper, and consequently will be placed before 
One Million different newspaper purchasers ; 
or Five Mittion Reapers, if it is true, as is 
sometimes stated, that every newspaper is 
looked at by five persons on an average. Ten 
lines will accommodate about 75 words. Ad- 
dress with copy of Advertisement and check, 
or send 30 cents for Book of 256 pages. 
GEO P. ROWELL & CO., 
to Spruce St., New York. 


GENTS WANTED to Canvass for 
Advertising Patronage. A small amount 
of work done with tact and intelligence may 
produce a considerable income. Agents earn 
several hundred dollars in commissions in a sin- 
gle season and incur no personal responsibility. 
Enquire at the nearest newspaper office and 
learn that ours is the best known and best 
equipped establishment for placing advertise- 
ments in newspapers and conveying to adver- 
tisers the information which they require in 
order to make their investments wisely and 
profitably. Men of good address, or women, 
if well informed and practical, may obtain 
authority to solicit advertising patronage for 
us, Apply by letterto Gro. P. Rowerr & Co., 
Newspaper Advertising Bureau, 10 Spruce St., 
New York, and full particulars will be sent by 
return mail. 
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DVERTISE where and when you can 
reach those you wish to interest, the 
morai to which is The Riehfield News, The 
Saratoga News, The St. Augustine News. 


\OLORED INKS for Type- 

writer Circulars,—We manufac- 

ture Imks for this special purpose—purple, 

blue, or any specified shade—in cans from 

one pound upwards. Price, $1. 50 a pound. 

Address W. D. Witson Printinc Ink Co. 
(Limited), 140 William St., New York. 


DVERTISING CUS'TOMERS of 

Geo. P, Rowell & Co’s Newspaper Ad- 
vertising Bureau to the amount of Fifty Dol- 
lars, are entitled to receive a complimentary 
copy of the Americ an Newspaper Directory. 


New England Newspapers. 


Fora check for $135 we will insert a one- 
inch advertisement one month in our New 
England Select Local List, consisting of 26 
Dailies and 123 Weeklies. Orders are sent to 
one-half the papers on the rst of every month 
and the remainder on the rsth. C atalogue of 
papers sent on application. Proof of advertise- 
ment submitted before sending out, if desired. 
GEO. P. ROWELL & CO., Newspaper Adver- 
tising Bureau, 10 Spruce Street, “New York. 


Middle States Newspapers. 


For a check for $180 we will insert a one- 
inch advertisement one month in our Middle 
States Select Local List, consisting of 65 Dailies 
and 173 Weeklies. Orders are sent toone-half the 
oe the rst Week and the remainder the 3d 
Veek in each month. Catalogue of papers sent 
on application. Proof of advertisement sub- 
mitted before sending out, if desired. GEO. P. 
ROWELL & CO., Newspaper Advertising 
Bureau, ro Spruce St., New York 


Southern Newspapers. 


For a check for $1335 we will insert a one- 
inch advertisement one month in our South- 
ern Select Local List, consisting of 40 
Dailies and 87 Weeklies. Orders are sent to 
one-half the papers on the 13th of every month 
and the remainder on the 27th. Catalogue of 
papers sent on application. Proof of adver- 
tisement submitted before sending out, if de- 
sired. GEO. P. ROWELL & CO., Newspa- 
per Advertising Bureau, 10 Spruce St., N. Y. 


Western Newspapers. 


For a check for $275 we will insert a one- 
inch advertisement one month in our Western 
Select Local List, consisting of r12 Dailies and 
241 Weeklies. Orders are sent to one-half the 

apers the rst Week and the remainder the 3d 
Week in each month. Catalogue of papers sent 
on application. Proof of advertisement sub- 
mitted before sending out, if desired. GEO. P. 
ROWELL & CO., Newspaper Advertising 
Bureau, 10 Spruce Se. New York. 


Canada Newspapers. 


For a check for $5@ we will insert a one- 
inch advertisement one month in our Canadian 
Select Local List, consisting of 15 Dailies and 
47 Weeklies. Orders are sent to one-half the 
papers the rth of every month and the re- 
mainder on the 2sth. C atalogue of papers sent 
on application. Proof of advertisement sub- 
mitted before sending out, if desired. GEO. P. 
ROWELL & CO., Newspaper Advertising 
Bureau, ro Spruce St., New York, 
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E HAVE JUST ISSUED A NEW 

edition of our Book called ‘ News- 

paper Advertising.”’ It has 256 pages, and 

among its contents may be named the follow- 
ing Lists and Catalogues of Newpapers : 


DAILY NEWSPAPERSIN NEW YORK 
CITY, with their Advertising Rates. 

DAILY NEWSPAPERS IN CITIES 
having more than 150,000 population, omitting 
all but the best. 

DAILY NEWSPAPERS IN CITIES 
having more than 20,000 population, omitting 
all but the best. 

A SMALL LIST OF NEWSPAPERS 
in which to advertise every section of the 
country: being a choice selection made up 
with great care, guided by long Lompertenss, 

ONE NEWSPAPER IN ASTATE. The 
a... one for an advertiser to use if he will use 
but one, 

BARGAINS IN ADVERTISING in Daily 
Newspapers in many principal cities and towns, 
a List which offers peculhar inducements to 
some advertisers. 

LARGEST CIRCULATIONS. A com- 
a list of all American i issuing regu- 

arly more than 25,000 copie: 

RY BEST LIST OF “LOCAL NEWS- 

ERS, covering every town of over 5,000 
rt is and every important county s 
SEL T LIST OF LOCAL N 
PE RS, in which ad- 
vertisements are in- 
serted at half price. 
2VILLAGE 
NEWSPAPERS, in, 
which advertisement: 
are inserted for $42.15 
a line and appear in 
the whole lot — one- 
half of all the Ameri- 
can Weeklies, 


Book sent to any address for Thirty Cents. 
Address Geo. P, Rowett & Co,, New York. 





OR THOSE ADVERTISERS WHO 

have a credit so well established as to make 
them safe customers, we secure the most im- 
portant advantages. We can devote our en- 
ergies to securing for them what is wanted 
and what ought to be had ; without constantly 
contemplating a possible loss liable to sweep 
away, not only all commissions earned, but in 
addition, leave us responsible for heavy obli- 
gations to publishers. We seek the patronage 
of responsible advertisers who will pay when 
the work is done! and of experienced adver- 
tisers who will know when they are faithfully 
and inteiligently served! Address, Geo. P. 
Rowe.i & Co., Newspaper eet Bur- 
eau, to Spruce St., New Yor 


PRINTERS’ INK. 


\ EO, P. ROWELL & CO’'S BEST LIS1 
of Local Newspapers. — Every paper 
named on this list is selected because either its 
daily or weekly edition is the best or most 
widely circulated or most influential, pub- 
lished at an important county seat, or in a 
place having more than 5,000 population. 
The newspaper in each place that 
gives the advertiser the most for his 
money. The List covers every State, Ter- 
ritory, District and Province of the United 
States and Canada, and represents EVERY 
county seat having a population 
g26e than 3,000, and EVERY 
LACE having a population 
greater than 5,000, one paper in a 
place, Daily or Weekly, or Daily 
and Weekly, where there is a paper havi ing 
a circulation exceeding one thousand copies 
weekly, as rated in the American Newspaper 
Directory for 1888 ; and with the exception of 
such suburban towns as are better covered by 
the papers named in the neighboring city. 
Send 30 cents for pamphlet. 
GEO. P. ROWELL & CO., 
Newspaper Advertising Bureau, 
10 Spruce St., New York, 


MERICAN NEWSPAPER DIREC- 
TORY for 1888. Twentieth Annual 
Volume: 1456 pages. This work is the source 
of information on statistics of newspapers in 
the United States and Canada. Advertisers, 
advertising agents, editors, politicians, the de- 
partment of the government, rely upon its 
statement as recognized authority. It gives a 


| brief description of each place in which news- 
| papers are published, stating name of County, 


population of place, etc. It gives the names 
of all the newspapers, politics, religion, class or 
characteristic, days of issue, editors and pub- 


| lishers’ name, size of paper, subscriptior price, 


date of establishment and the circulation. It 
gives the names of all papers: in which Coun- 
ty. Price $5. Sent to any address by 
GEO. P., Row ELL & CU., Publishers, 
to Spruce St., New York. 


END THE CASH AND SAY 
what is wanted.—A small expenditure in 
advertising in a judicious selection of news- 
pogere is often contemplated by persons who 
ave not a clear idea as to what publica- 
tions should be taken or the cost ; they conse- 
quently find a difficulty in carrying out the 
plan without having the cost exceed the 
amount contemplated. Such persons do well 
to send the copy of the advertisement and a 
om for the amount of money to be used, to 
Geo. P. Rowell & Co.'s Newspaper Advertis- 
ing Bureau, 1o Spruce St., New York, and 
leave the selection of papers and the number 
of insertions in each to be determined by their 
experience and judgment. In that way the 
advertiser gets the best service possible for the 
money he expends, and the work is promptly 
done—no time being lost in correspondence. 
LOW RATE AND EASY TERMS 


A OF PAYMENT !—We will insert an 
advertisement occupying a full inch of space, 
14 agate lines, one week, in six thousand, Ac- 
TUALLY Srtx THovusanp Country Weeklies, for 
$500. From responsible parties a three 
months’ note, with the order, will be accepted 
in payment. (Only one electrotype required.) 
Try the experiment. Address GEO. P. 
ROWELL & CO’S Newspaper Advertising 
Bureau, ro Spruce St., New York. 








WRITER OF St ety tt paris. 
Address W.R 
New Yor tox ‘Office. 





PRINTERS’ INK. 


1889. 1889. 


Three Million Six Hundred and Fifty Thousand Circulation ! 





SOMETHING SUBSTANTIAL! 


3,650,000 Copies for $13.00! 


Per Agate Line, or $182.00 per Inch for 13 Weeks. 


The American Rural Home, 


OF ROCHESTER, N. Y., AND CHICAGO, ILL. 

A. FRANK RICHARDSON, - - Manager, 
Will circulate during the following thirteen weeks—each edition—as follows - 
JANUARY Sth, 1889, - 300,000 FEBRUARY 234, 1889, 300,000 
JANUARY 12th, - - 300,000 maponeda - - - - 250,000 
JANUARY 19th, 300,000 wanrcH Oth, - - - 250,000 
JANUARY 26th, - - 300,000), ons 16th eonens 
FEBRUARY 2d,- - - 300,000 J 7 . 
wemmwanvresn - . seacen|™*OOeme - - -: a 
FEBRUARY 16th, - - 300,009 MARCH 30th, - - ~- 250,000 

TOTAL, - - - = + 3,650,000 


These immense weekly editions include the regular paid subscription list of 


over 150,000 copies, and the extra copies (for which we make no charge), will 





be mailed, post paid, to a select list of names, all different each week, no 
duplicates, in the Eastern, Middle, Western, Northwestern, and Pacific Coast 
States and Territories, collated solely with a view of securing them as new sub- 
scribers. 

Conceded by numerous patrons the best paying advertising medium in the 
United States. Papers of largest bona fide known circulation always bring the 
best returns for the money invested. AMERICAN RURAL HOME readers 


are buyers, and have means for gratifying any moderate want. 
a - 7 





Adver tising Rates: sBESPLAY. morion, GLb) Pe” 78 line cock incgrtion. 


The American Rural pane is Represented by 
all Responsible Advertising Agents. 


For discounts, which are liberal, address 
GEO. P. ROWELL & CO., Advertising Burean, 
10 Sprace Street, N. Y. 


02a ~aer nage, 












PRINTERS’ INK. 


ALLEN’S LISTS. 


- —~- ee 


FACT. 


The periodicals of Allen’s Lists reach the homes of the better classes of the masses, by 
mail ; they are wanted, are subscribed for, are paid for, and are thought much of. 


FACT. 


Gilt-edged monthlies always give general advertisers larger returns, in proportion to tl 
investment, than can be secured from other mediums; the shrewdest and most successfu 
advertisers stay in them all the time. 


FACT. 


Each month I guarantee to print and circulate over 800,000 copies. For such month- 
lies as mine the borrowing demand is great, and each meoath doubtless exceeds 200,000 
copies. Total number of families reached each month by the periodicals of Allen’s Lists 
over 1,000,000. 


Affidavit of Circulation of all Issues farnished bach Advertiser monthly 


FACT. 


Allen’s Lists guarantee, and prove up over 800,000 circulation every month. In this cor 
nection it will be well to remember, that as a rule, 100,000 PROVED CIRCULATION IS WORTH M 


THAN 500,000 claimed. . 
FACT. 


I wish to notify my friends that probably there will be no room in the Winter and Spring 
issues of 1889, for those who delay until the last moment ; that proved to be the case in 1888 
and the same has proved true thus far this season. 


FACT. 


I base my entire claim to the grand advertising patronage which | receive, on RESU! 


Ben FACT. 


Many advertisers lose the money made from worthy mediums, through patronizing wort! 
less ones. Shrewd advertisers select their advertising mediums with the greatest care, knowing 
that failure will result if the selection is not judicious. 


FACT. 


Millions of dollars are thrown away every year on worthless advertising mediums. Shrew 
advertisers know, that as a rule, 100,000 circulation proved is worth more than 500,000 claimed 


FACT. 


Every advertiser who receives returns by mail, would profit by including in his address 
separate post-office box or street number for every medium in which he advertised ; this wou! 
teach that three-fourths of even very carefully selected advertising mediums are worse than 
worthless, and that one-fourth have to carry the whole. Many advertisers who now f t 
difficult to make a profit, can make Big Money. if they will sort out the wheat fr 
chaff. Allen’s Lists court the system indicated above, and for actual tests the proprietor will 
back them for big money against the world, or field. 


FACT. 


The periodicals of Allen’s Lists are carefully edited, and have a large galaxy of able cor 
tributors ; they are highly esteemed by the better classes of the masses, are preserved in their 
homes and loaned to their ne ighbors. At our rates, such circulation always pays its advertis 
ing patrons. Allens Lists pay, in season and out of season, and in numerous cases have been 
known to give a handsome profit from ads, so weak, that dead failures resulted from other 
mediums that are regarded as gilt-edged, and that really are gilt-edged. Allen’s Lists out- 
pull them all; that is the general verdict. 


Es. Cc. ALIEN, 
Augusta, Me. 
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GUARANTEED CIRCULATION 


IN 


Representative Newspapers! 


THE ACTUAL AVERACE CIRCULATIONS 


f the following named papers for the month of December, 1888, were as follows: 





Dalry | Sunpay. WEEKLY 

Nashville American 7,516 10,920 25,108 
Memphis Appeal 7,024 9,008 17,980 
Chattanooga Times 5,498 7,523 10,062 
Montgomery Advertiser 3,410 4,304 5,336 
Mobile Register . 3,916 6,584 6,493 
Pittsburgh Commercial-Cazette. 23,402 32,711 

Combined average for month .... 50,766 | 38,339 97,690 





THESE PAPERS ARE THE MOST INFLUENTIAI 





AND MOST VALUABLE TO ADVERTISERS OF ANY 





PUBLISHED IN THEIR RESPECTIVE LOCALITIES, 





1 | am prepared t 


GUARAN TESTE 


ombined average circulation of their regular issues of 


DAILY, - - - Over 50,000 
SUNDAY (222.2% Over 38,000 


pt ublishe sn inday « 


WEEKLY, - - - < 96,000. 
_~ 
ull information, sample copies and estimates for advertisin pr f ch are 
iratively low) gladly furnished. 


J. E. VAN DOREN, 


Manager of Eastern Office of above Papers, 
12 TRIBUNE BUILDING, NEW YORK. 
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Miscellanies, 


A process has lately been invented 
whereby milk may be kept from sour- 
ing for a month, grape and apple juice 
for six months and sweet wine for a 
year. The inventor is now experi- 
menting on an apparatus which it is 
claimed will keep subscribers from 
souring on the editor.—Zx. 


Grimsby—That man, Danks, gets 
more matter accepted by the news- 
papers and magazines than any other 
person of my acquaintance. 

Danks—Is that so? He doesn’t look 
like a literary fellow. 

Grimsby—He isn’t ; he is an adver- 
tising agent.— Boston Post. 


‘* Unequaled as an advertising me- 
dium’—The woman who says: ‘I 
thought I'd just run over and tell you.” 
— Time. 

Said the city editor to the charlatan 
revivalist who had asked him for a 
puff. ‘No, sir; if I say anything 
about you, it will be to criticise you se- 
verely.”” 

“Very well,” replied the exhorter ; 
“let her go. I don’t care so long as I 
am advertised,” —A merica. 


We received a notice from a post- 
master of a neighboring village, a short 
time ago, informing us that one of our 
papers directed to a subscriber in that 
hamlet, remained uncalled for in his 
office. On the two dotted lines fol- 
lowing the word ‘‘ Reason,” was writ- 
ten: ‘‘ He is dead. Your paper will 
never reach him where he nowis."’ We 
hope it isn’t because he is in that place 
where the paper would scorch on the 
mail route.—Zx. 


“* Doctor,” said a citizen, as he over- 
took him on the street, ‘‘ what do you 
do in case of a gone stomach ?” 

“* Well,” replied the doctor thought- 
fully, ‘‘ I’ve never had such a case my- 
self, but I would recommend you to 
advertise for it, and then sit down ina 
large easy-chair and wait until some- 
body brings it back.—Zx. 

Miss Smythe (to Editor Puffer, of 
the Daily Screecher\—Oh, Mr. Puffer, 
I think your paper is just splendid! 
Last week I advertised in the Screecher 
for my lost bracelet, and I found it the 
very next day, right on the piano—just 
where I had left it.— 7oronte G~it. 


First Journalist—Had a fire in our 
office this morning. 

Second Journalist—Glad to hear yo 
had something bright in the office.- 
Time, 

** Any news in the paper this morn- 
ing, Samantha?” inquired Mr. Chug 
water, as he came down to breakfast. 

**Not much,” replied his wife 
*“ Seems to be hardly any—yes, here is 
a ‘Strange Story in Regard to Mme 
Patti.’ Readers of the Morning Para 
lyzer will be surprised to learn that this 
gifted prima donna ay 

“Samantha,” interposed Mr. Chug- 
water, ‘‘ before you become too deeply 
interested in that item of news permit 
me to remind you that we don’t need any 
toilet soap. There are seven kinds in 
the house already." —Chicago 7) tbun: 


This is the season when the country 
editor begins an article, ‘‘ Let us warm 
the heart of the poor ;” and then he 
goes out and treats himself to a cock- 
tail.— Texas Siftings. 


For the benefit of those who abhor 
printers’ ink as a prime factor to the 
advancement of their interest, we 
would state that Sampson—the strong 
party—was the first man to advertise 
He took two solid columns to demon- 
strate his strength, and several thou- 
sand people ‘* tumbled” to the scheme. 
He brought down the house.—Demo- 
cratic Union, 


Eminent Statesman (walking up t 
reporter): My face is familiar to you, | 
presume ? 

Reporter—I have certainly seen you 
somewhere, and yet I cannot exactly— 

Eminent Statesman : There is no use 
in trying to keep anything from the 
watchful eye of a reporter. You recog- 
nize me, of course, as Congressman 
Blank ? 

Reporter: Why, so it is! May | 
inquire, sir, the object of your visit to 
our locality ? 

Eminent Statesman (with dignity) 
You may say, sir, that I am traveling 
through here in a quiet way, and as 
far as possible avoiding publicity.— 
Chicago Tribune. 


Teacher—And when the prodiga 
son's father found that his son was lost 
to him, what did he do? Willie, you 
may answer. . 

Willie— Advertised.— 4 merica. 


Printers’ Ink: New York, February 1. 1389. 





